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LIGHTS ““ON”’ 


IN 
OCTOBER 


These are the hours when 
usts business takes a look and 
= picks up, if store windows 


ak ; 
\ = and electric signs are lighted 


leone regularly. 
miocele 4 foqularly 


TREY ARR 



















The simplest and most economi- 
= cal way to manage this important 
lighting is to use 


brey2K CLOCKS 





ane CLOCKS. INC., 12 East ym Sr. NEW YORK 
Factory and Service Dineen now consolidated at LINDEN, N. J. 
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THE TIDE OF TUBES HAS TURNED TO 


veready, 
aytheon. 


DEALERS know a good thing when they see it. Radio- 
set owners know a good thing when they hear it. That 
is why both the trade and consumer are turning to Ever- 
eady Raytheon 4-Pillar Tubes. For these superior-qual- 
ity tubes cost no more than other established brands! 

Eveready Raytheons always deliver . . . and here’s 
some of the proof: Thousands of new dealers from 
coast to coast are stocking full lines of these tubes. 
Dealers have found the improvement in reception with 
Eveready Raytheons to be so startling that customers 
are buying them in complete sets, rather than just one 
or two at a time. 

Service-men are equally enthusiastic. They are en- 
gaged in a nation-wide house-to-house canvass of 
prospective tube-customers. They have found home- 
demonstrations remarkably successful with Eveready 
Raytheons . . . customers can always hear the difference 
and see the reason. 

And customers! People in all parts of the country 
are asking for Eveready Raytheon demonstrations, in 
their own radio-sets, at home. The tide of popularity, 
demand, and sales has turned to Eveready Raytheon! 

Eveready Raytheons come in all types, and fit the 
sockets of every standard A.C. and battery-operated 
radio in present use. Ask your jobber, or write us now 
for the names of jobbers near you. 

Service-men! Information and sales-helps, designed 
for your use, will gladly be sent to you free. Among them 
is a blue-print, giving engineering data on Eveready 
Raytheon 4-Pillar Tubes. Write our nearest branch. 

* * . 


The Eveready Hour, radio’s oldest commercial feature, is broadcast every Tuesday 
evening at 9 (New York time) from WEAF over a nation-wide N. B.C. network 
of 31 stations. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Branches: Chicago Kansas City New York — San Francisco 


Unit of Union Carbide and Carbon Corporation 


-RAYTHEON 
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Dur November issue 
of THE JoBBER’s SALESMAN will 
be the N.E.W.A. Fall Conven- 
tion number. It will lead off 
with a detailed story of the 
coming meeting and its pro- 
gram. 

“Name Your Poison’ is the 
subject of an interesting article 
on specialization, and as a tie-in, 
a prominent jobber will tell of 
his experience along this line in 
his story, “We Are Merchan- 
dise Specialists.” 

The foundation for the 
Christmas drive is prepared in 
September and October, so No- 
vember is the logical month 
for sales promotional work. 
Some practical ideas will be 
given in an article “November 
—the Sales Promotion Month.” 


“Five Yards to Go” —the 
football season with its cham- 
pionship November games, 
offers a wide market for radio 
sales. Winter broadcasting pro- 
grams are already attracting 
the public. How to get the 
most out of this season is well 
told in Walter Holmes’ article 
“Five Yards to Go.” 

Jobbers’ salesmen who have 
not as yet sent in their August 
score cards are requested to do 
so at once, in order to qualify 
for prizes. If you have lost 
your card, a request to the edi- 
tor will bring one to you. 


Send in your Report Cards! 











od 


NEW YORE: 
J. L. DAVIS 
Eastern Representative 


280 Madison Ave. 
Telephone Caledonia 9031 





CLEVELAND: 
GEO. E. POMEROY 
Manager 


Rockefeller Bldg. 
Telephone Cherry 













D. G. suuauéd-teee, listenin i cite | MEE 
W. J. McLAUGHLIN, EpitTor 


WALTER J. HOLMES, Eastern EpiTor 


CONTENTS 


Page 
Ee 5 
Co Ee a 5 7 


Here ts your opportunity to finish the year with volume and profit. Sixty 
bercent of your appliance business is before you 


You’re on the Witness NN a sinsin pias + ocwk eubukendhicsneeabuna des y 
Jobbers, themselves, are in the best position to know their own markets. 
Here’s what you have to say about it 


eT ee 12 
A ppliances need cords, cords need outlets, outlets need wire, conduit and 
boxes. Sell supplies as well as appliances 


ek a 13 
The “Add-A-Light” campaign. is a well-conceived plan to increase the 
sales of lighting equipment for the home. Its success, however, is seri- 
ously depended upon the utmost cooperation between all branches of the 
electrical industry. Wholesalers are urged to do their part in this campaign 


Painting the Home with Light—By D. W. Koppes....................... 14 
The holiday season offers your conractors and dealers the occasion to 
show what light will do outside and inside the house. Develop this busi- 
ness now 


An Independent Manufacturer Makes a Suggestion..................... 16 
“The independent manufacturer and wholesaler must join forces in the 
development of merchandising methods” 


A Good Drive Needs a Good “Follow-Thru”........................... 18 
The Electric Corporation of San Francisco carries out this thought in 
its annual Christmas campaign 

Doing Things for People—By Bruce Barton................00cc eee cues 19 
“The chance of being rewarded for good works is sufficient so that any 
man is justified in being kind to others” 


Mon You, Showie Maawe=T: J..O’ Brios:... .. 2. occ cc ccccccccccccccccces 20 
IE eo aad. So og svc odo cltve ae slhaeeacaceecaseveea’s 30 
WR IU N IIE, 8 5 ona ss 5 oo bcd sodden weds Sadecwbececudes 32 
Beata, Frm a We IOS 5 gn icc ccc cc ewe cece ccececccen 34 
CIRO CII CHUIOEE. 5 oo occa ceccecncccecccdccecess ceeds 45 
enna pe AMT ITS 3: Dorota Gel adi ads 6x sls wa @arewe ee we oe ¥eee va meeeuwcs 89 
Radio’ Baéitorial-—By BH DB. Vaughan. ..... . 2... ccc cccccccccccccccccccs 94 
Do ee 96 
IT I a cig os Sead ewe a ondwe wad davle deeeewe 112 


Index to Advertisers on Page 122 


Entered as second class matter October 24, 1922, at the postoffice at Chicago, Illinois, 
under the Act of March 3, 1879 





Copyright 1930 — Electrical Trade Publishing Company 
PUBLISHED MONTHLY BY THE ELECTRICAL TRADE PUBLISHING CO. 
520 North Michigan Avenue Chicago, ILlinois 


HOWARD EHRLICH, President 
CHAS. W. FORBRICH, Vice President EDGAR KOBAK, Secretary-Treasurer 


Subscription: U.S. $1. Canada $2; Foreign $3. 


Member A iated Busi pers, Audit Bureau of Circulations, 
Society for Electrical Development, Mideneee R Radic Trades Association, Radio Press Association 


Also Publishers of ELECTRICAL CONTRACTING and MILL SUPPLIES 



























ING 





RIGID“STEEINC Wy 


aro 


ZINC TREATED AND CLEAR ~ 
ENAMELED 


SHERARDUCT 
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OVALOUCT—UNDERPLASTER OVAL 
CONDUIT THREE WIRE SYSTEM 


FLEXSTEEL FLEXIBLE STEEL CONDUIT. SINGLE 
strip 
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FLEXIBLE STEEL HEATER AND CARBURETOR TuUB- 
ING TIGHTLY JOINED FOR CARRYING GASES 


NATIONS: Appa ABC. DOUBLE ARMORED 
LE WITH KRAFT ARMOR AND 
ANTI-SHORT BUSHING 





"ECONOMY BLACK ENAMELED. 





DUCT FOR UNDER-FLOOR CIRCUITS HIGH 
AND LOW POTENTIAL 


STEELFLEX ANO BRASSFLEX FLEXIBLE CONDUIT 
FOR AUTOMOBILE WIRING 





FLEXIBLE STEEL TUBING—FOR GASOLINE HOSE 
LINING—HEAVY CONSTRUCTION. TIGHTLY JOINED 


OVALFLEX—FLAT STEEL ARMORED ‘CaBte— FOR 
SURFACE AND UNOERPLASTER TWO OR THREE 
WIRE CIRCUITS. 


ARMORED LAMPCORDS PROTECTED 8Y 
ANTI-SHORT BUSHING 
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FLAT RACEWAY FOR FOUR WIRES SEPARABLE 
CAP AND BASE 


FLEXTUBE FLEXIBLE WOVEN TUBING iS MOIS- 
TURE ANO FLAMEPROOF PROTECTION TO WIRING 


® 


“AUTODUCT CLOSELY WOVEN FLEXIBLE TUBING 
HIGH LUSTER LACQUER FINISH FOR AUTOMOBILE 
WIRING MOISTUREPROOF AND FLAMEPROOF 


NON-METALLIC SHEATHED CABLE 


 niatirneam SIRES 


kK. G. W. LOOMWIRE CONDUCTORS PAPER WRAP. 
PED AND ENCLOSED IN HEAVY TREATED OVERALL 
BRAID. KRINKLEO WIRE FOR GROUND RETURN. 


0. ——,£ 


CARLIFE AUTOMOBILE STARTER CABLE, KRAFT 
WRAPPED. LOOM BRAID WITH HIGH LUSTER 
LACQUER. 
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) FLEXIBLE CORDS 


BER COVERED 
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LOOMWIRE NON-METALLIC SHEATHED CABLE 
PAPER WRAPPED ENCLOSEO IN HEAVY TREATED 


OVERALL BRAID. 


FLEXLAY UNDERGROUND CABLE. NON-METALLIC 
ASSEMBLY. CHEMICALLY TREATED 
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FLEXIBLE 


i}}_LAMP CORDS 


PORTABLE 
CORDS 


FLEXLAY 
DITCH CABLE 


PARKWAY 
CABLE 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTR\ 


Train an APPLETON Floodlight 
on this Floodlight Situation! 


..- 200 different uses for this 
type of outdoor lighting. 


...5 reasons why it is easier 
to sell APPLETON Floodlights 


for any and all of them. 


HE is a rich field constantly growing richer. . . and a bright light 
that offers any electrical contractor bright prospects for really big 
profits. 


We have listed some 200 uses for floodlighting . . . railroad crossings, 
filling stations, amusement parks, to name buta few. . . with the trend 
towards night sport events showing clearly that the list is not yet closed! 


You will find Appleton Floodlights (formerly National Floodlights) 
easier to sell. There are five logical reasons. Easy to install. Simple and 
sturdy in construction. Fitting any kind of surface. More attractive in 
appearance. And fully guaranteed . . . even the reflector. 


Write today for the information and sales helps we have prepared for you. 
Then go out and cash in on this nation-wide, fast-growing demand for 
outdoor lighting. 


APPLETON ELECTRIC COMPANY 
1734 Wellington Ave., Chicago, U. S. A. 


New York—150 Varick St. San Francisco—655 Minna St. 
Los Angeles—340 Azusa St. Seattle—528 Railroad Ave. 


Interior Floodlight 


The Appleton Interior Floodlight 
meets ali requirements for inte- 
rior floodlighting. The design of 
the unit reflector and shell 
produces a concentrated center 
beam with a soft outer flood ray. 
The lamp is scientifically ven- 
tilated to avoid over heating 
hazards and damage. It is equipped 
with all position mounting and 
bracket and ten feet of heavy duty 
cord with attaching plug. The 
finish is satin silver. Six color 
screens with wrinkle proof mount- 
ing frame are furnished, in blue, 
red, green, amber, purple and 
orange. 





AppLeETON ELEcTRIC CoMPANY 
1734 Wellington Avenue, Chicago 


APPLETON 


Gentlemen: 


MNES ci Oe 


Send us descriptive literature on Appleton Floodlights. 


1 a EL RE SOLE ENC SN IE ESTO ONT Ce ee 





FLOODLIGHTS 


TURN NIGHT INTO DAY 


























What price 











RESPONSIBILITY 


S recently as 10 years ago it was a comparatively 
simple matter for a man or group of men to enter 
the electrical manufacturing or wholesaling busi- 

ness with a modicum of capital and brains and be 
reasonably successful. All that was necessary on the 
one hand was to produce enough to meet a demand and 
on the other the simple requirement was a centrally 
located warehouse as a point of distribution. 

Times have changed but all too many manufacturers 
and wholesalers have not kept pace with the develop- 
ments that time inevitably produces. The independent 
manufacturer complains of the inadequacy and short- 
comings of his distributors—the independent electrical 
wholesalers—while the latter bemoans his fate that the 
chains, the direct-selling manufacturer and economic 
conditions in general are combining to chase him to 
perdition. 

Just what, however, is either doing to improve his 
position? The future holds glorious promise for both 
independent electrical manufacturer and wholesaler and 
the answer (a partial one at least) is not so difficult 
to figure out. Mr. Manufacturer in the face of market 
saturation still continues to produce old and new items 
in increasing quantities and condemns the wholesaler 
for not disposing of them. When asked how the whole- 
saler is going to do it he replies he does not know. 
Work harder, make more calls—anything—but he has 
no plan of action. If he does not know the answer 
himself, how should his distributors ? 

The independent electrical wholesaler, likewise, has 
much to answer for in his methods of operation. He 
who persists in being merely a warehouseman, a jobber 
who in the strict sense of the word dispenses any and 
every type of electrical equipment in job lots, is bound 
to go. He must become a specialist, a distributor of 
certain classes of electrical equipment or merchandise. 

The creative work is rightfully within the province 
of the manufacturers’ activities but under the new order 
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of things the independent electrical wholesaler cannot 
shirk his more localized responsibilities in this same 
directon if he is to survive. He has three fundamental 
markets toward which to direct his efforts—the indus- 
trial, the contractor and the merchandise market. 

The financial capacity of the chains permits their cov- 
ering all three markets through departmentalization. 
For those independent wholesalers who can follow suit, 
well and good; but for those who cannot, they have a 
splendid opportunity and alternative in specialization. 
The electrical contractcr is already pointing the way in 
this direction and those who have lifted themselves from 
the bidding class have profited thereby. 


HERE is an open road ahead. The chains are de- 

pendent upon their own economic position through 
the permanency and success of the independent. The 
essential requirement is a bond of understanding and 
sympathy of their respective problems on the part of 
the independent electrical manufacturer and wholesaler 
alike to the end that they operate peacefully and profit- 
ably—in a union that means partnership in plans, 
objective and action. 

When the manufacturer begins to appreciate the 
necessity for having an objective and furnishing his 
distributors and their salesmen with a definite plan for 
reaching this goal and when the wholesaler puts his 
house in order and revises his functional conceptions 
the entire field of electrical manufacturing and whole- 
saling will take a new lease on life with the consequent 
results that each will profit in far greater measure than 
either has ever done in the past. 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 
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NEW MACHINERY 
ees | NEW METHODS 


eaten MPROVED machinery and tried-and-tested manufacturing 


Flexible Cords methods make our Marion plant as fine as any in the 
ABC Armored Cable 





country. And the successful policies and practices, which made 
seni iaibivais the products from our PAWTUCKET, RHODE ISLAND mill 


Duraduct Loom . 
so acceptable, are also in effect here. 


Duracord Heavy-duty 

one From either of these two fine, modern plants, strategically 
located for prompt service to the entire industry, you can 
secure rubber-covered wire and portable cords of the same 


dependable quality, the kind that speed up wiring jobs! 























Our Marion mill also makes a complete line 
of Parkway and Varnished Cambric Cable. 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK CITY 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE BUILDING 


Sales Offices in Principal Cities 
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Here 1s your opportunity to 
finish the year with volume 
Forty - two 
percent of your appli- 
ance business 1s before you 


and proft. 


| | NLESS the electrical whole- 

salers are “poor guessers” 

the final quarter of 1930 
presents the opportunity to finish 
the year with a satisfactory volume 
of business, comparable perhaps 
with that of 1928 when the total 
sales of the electrical wholesaling 


industry reached $610,000,000. 


Realizing the mere statement that 
Dusiness would show a decided in- 
crease in the final quarter might be 
acepted as so much optimistic ink 
flowing from a reckless pen, the 
staff of THE JoBBER’s SALESMAN 
made an exhaustive survey of con- 
ditions among jobbers. The result 
of this study is shown on pages 10 
and 11 of this issue. It was found, 
for instance, that 80% of the whole- 
salers expect a revival of business 
activity during the next three 
months, It was also revealed that 
43% of the annual volume is done 
during that period with a break- 
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It is essential that a 
good share of these 
kind of packages con- 
tain electrical mer- 
chandise when friend 
“Hubby” starts his 
Christmas stroll. 


down of : 42% apy ances ; 51% radio and 37% supplies. 

With those facts before us, together with the more 
detailed figures as shown in the survey, it was obvious 
that a final quarter drive would assist materially in 
swinging the business curve toward normal. 

It is, of course, apparent that the key to such a drive 
is Christmas merchandise, both electrical and radio, and 
as 53% of the wholesalers feel an increase in merchan- 
dise sales would result in a corresponding increase in 
supply sales, such a drive would stimulate sales all 
down the line. 

The stage is set for such a campaign. Past experience 
has shown that regardless 
of general business condi- 
tions, at Christmas time, 
people, as a whole, will buy 
regardless of the wear and 
tear on their bankrolls. 
While it may be a sad com- 
mentary on idealism, it is a 
fact, nevertheless, that the 
holiday season smacks quite 
strongly of commercialism, 
and that being the case, it 
is the duty of the electrical 
interests to secure their 
share of the consumers’ 
Christmas dollar. In addi- 
tion to the anticipated de- 
mand, it is found that 50% 
of the wholesalers report 
stocks on an average of 
18% below normal, and on 
appliances they are 30% be- 
low normal. Similarly, it 
is their apinion that the 
stocks of the dealers are 
28% below normal. Cer- 
tainly these factors, when 
grouped, present a weak 
defense against a concerted 
sales push. 

In this may be 
found a Christmas Mer- 
chandise Section which 
is divided into six classes: 
Heating toys and trains; electric 
clocks ; motor-driven appliances ; small specialties ; 
radio sets and tubes. The latest products in the 
various classes available to wholesalers for dis- 
tribution may be found in this section. The adver- 
tisers, too, are cooperating in this campaign by 
directing their copy toward the opportunity which their 
lines offer for a possible increase in business. It is 
essential, wholesalers and their salesmen know that as 
part of the cooperative campaign, a direct-mailing piece, 
consisting of the advertising messages from those manu- 
facturers who are taking part in the drive, together with 
reproductions of letters from those manufacturers 
addressed to the retail outlets, will be mailed on or about 
October 10 by THe JopBEr’s SALESMAN to a selected 
list of 15,000 electrical dealers and contractor-dealers. 

Both the November and December issues will follow 
a definite editorial program as a “follow-thru” on this 
drive in order to keep the jobbers’ salesmen properly 


merchandise. 


issue 


appliances ; 


8 


Here is the original combination in- 
strumental in building up the 


enormous volume of business done 


during the holiday season. 
them stretches out a vast net work of 
labor and energy occupied in concen- 
trating their attention on attractive 
The electrical and 
radio industries have a splendid 
opportunity to satisfy this combination 


stimulated during the entire three months’ campaign. 

It will not do, however, for wholesalers to expect 
their share of this holiday business without organizing 
a definite program of their own. The territories should 
be combed thoroughly for every legitimate retail outlet 
for Christmas merchandise. Such outlets should then be 
given most careful attention for confidence in the success 
of the holiday season must be instilled into each and 
every one of them, after which stock should be carefully 
checked and revitalized, window trims arranged for— 
and it is the duty of jobbers’ salesmen to help their 
dealers in this respect—and assistance given, where 
necessary, on any direct-by- 
mail efforts the dealers may 
adopt. 

In turn, the wholesaler 
should look to his manufac- 
turer for constructive help 
and suggestions at this sea- 
son of the year. All suppli- 
ers, having products for 
which there is room among 
the list of Christmas mer- 
chandise, are not only will- 
ing to help their distribu- 
tors, but also ready at the 
present moment with pro- 
grams designed to produce 
the maximum results from 
the coming holiday season. 

It must not be over- 
looked, as the article on 
page 12 points out, that 
supplies in general offer a 
most promising market for 
the balance of the year. 
Jobbers, to the extent of 
40%, state they will depend 
on the sales of supplies for 
business during the last 
quarter, and certainly the 
other 60% cannot afford to 
neglect their “bread-and- 
butter” lines while partici- 
pating in a drive. 

As to supplies, 40% 
of the wholesalers report their stock of supplies to 
be 20% below normal and that of their contractors 
40% below normal. According to authorities in 
the construction field, money rates are now satis- 
factory for building and will produce a favorable 
effect—“the usual fall upturn should be in evi- 

dence soon.” 

The “Add-A-Light” campaign, which is described in 
detail on page 13, should have a stimulating influence 
on the fixture market provided proper cooperation of 
all those interested is secured. 

Radio is a “natural.” Wholesalers know from experi- 
ence that over 50% of their business on this class of 
merchandise is received within the next few months. 
Football, hockey and other major sports, combined with 
the interesting winter programs in general, automatically 
break down any existing sales resistance during the last 
quarter of the year. Here, then, is the stage well set 
for the drive and no jobber can afford to overlook it. 
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You're on the 


itness Stand 


Jobbers, themselves are in the best position to 


know their own market. 


Here 1s what you 


have to say about it 


business revival by October first, 25.8% of these 

electrical wholesalers are doing as well or better 
than in the corresponding period of last year, and the 
remaining 74.2% average 20% less than 1929, according 
to a survey of the electcrial wholesale field just made by 
THE JOBBER’s SALESMAN. 

This investigation puts into concrete figures the ideas 
of merchandising leaders who are in close touch with 
electrical trade sales conditions. The questionnaire was 
conducted between August 20 and 27, and the results 
represent the most recent information or cross-section of 
the industry based upon the judgment of the electrical 
wholesaler himself. 

Inquiry blanks were sent to all 877 electrical whole- 
salers listed and classified as primarily electrical in THE 
Jopper’s SALESMAN’s “1930 Verified List of Whole- 
salers of Electrical and Radio Products.” Replies were 
received from 107 of these electrical wholesalers. The 
answers have been listed and 
analyzed and are tabulated on the 


} IGHTY per cent of electrical wholesalers expect 


ances, radio and supplies. Another chart shows the date 
electrical wholesalers’ stocks would need replenishing if 
business took a spurt in September. Still another chart 
shows in graphic form wholesalers’ sales for seven 
months of 1930 compared with the same period of 1929. 

The causes which underlie the depression which began 
a year ago have been discussed endlessly. They go back 
as far as the world war and up to the present time the 
ship of business has not yet been able to get back to a 
steady keel. 

There have been made disturbing factors during the 
last year such as the stock market crash, surplus crop 
scare which corrected itself in the drought scare, so that 
as high an economic authority as Roger Babson forecasts 
a good year this year for the farmers of the United States. 

“Unmistakable signs indicate that wholesale and retail 
trade has passed ‘low water slack’ of its business tide and 
is resuming a gradual but very definite upward flow,” 
says a recent article in “The Business World” headed: 

“Public Starts to Buy Goods; 
Stores Caught with Bare Shelves.” 





following pages, together with 


“Happenings of the last three 





charts visualizing some of the 
more important facts brought out, 
such as the percentage in each 
line that will be pushed by these 
wholesalers for the coming holi- 
day trade, including such lines 
as: Heating appliances; electric 
clocks ; radio; flashlights and bat- 
teries; vacuum cleaners; small 
motor driven appliances ; electric 
trains; washing machines; table 
and floor lamps; electrical toys; 
Christmas tree outfits, and elec- 
tric ranges. 

Another chart shows the per 
cent of these wholesalers’ annual 
volume of business done in the 


of the year. 


. 


to the electrical wholesalers 
has revealed a most promis- 
ing outlook for the balance 
The results of 
this questionnaire which 
appear on the following 
pages should hold the atten- 
tion of all jobbers 


weeks,” continues this article, 
“convinced many wholesalers that 
the talk of empty shelves in retail 
stores was by no means a myth, 
but a serious reality.” 
“Independent merchants con- 
fess to frequent losses of sales due 
to lack of goods, or to incomplete 
selections. Even some of the na- 
tional chains of department stores 
have held stocks at such low lev- 
els that with a resumption of 
retail buying their stores are suf- 
fering loss of sales and prestige. 
Telephone and telegraph appeals 
to buying offices bring the reply 
that wholesalers or manufactur- 





last quarter of the year in appli- 


ers are unable to deliver. 
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GS 30% CELECTRIC TRAINS 
GES) «30% «= WASHING MACHINES 
WS 22% TABLE & FLOOR LAMPY 
Ga 16% ELECTRICAL TOYS 
MM 87% «= CHRISTMAS TREE OUTFITS 
Me 3.7% ELECTRIC RANGES 

MERCHANDISE LINES WHOLESALERS WILL 

PUSH FOR THE COMING HOLIDAY TRADE 

(Figures Represent %ot Wholesalers WhoReport They Will Push That Item) 














Seven Months of 1930 


Reports on the volume of elec- 
trical wholesalers’ sales for the first 
7 months of 1930 are as follows: 

18.0% are 3% to 20% above 1929. 

7.8% are same as 1929, 

12.3% are 3%to 5% off. 

12.5% are 7% to 10% off. 

23.4% are 11% to 20% off. 

18. % are 24% to 33% off. 

9. % are 35% to 50% off. 

Apparently 25.8% of electrical 
wholesalers are doing as well or 
better than in 1929. The sections 
of the country from which the best 
reports come are: 

1. New York and Oklahoma City, re- 
porting industrial and contractor 
sales as best. 

Chicago, Pittsburgh and Quincy, 

Ill., reporting industrial sales as 

best. 

St. Paul, Moline, Atlanta, Colum- 

bus, Central Florida and South 

Dakota, reporting contractor sales 

as best. 

Boston, Albany, Kansas City and 

a city in North Dakota, reporting 

contractor and dealer sales as best. 

A city in Maine, reporting Cen- 

tral Station business as best. 

A city in Wisconsin, reporting in- 

dustrial and dealer business as 

best. 

Of those reporting sales smaller 
than 1929, the average loss was 
20%. Since 1929 total sales aver- 
age 10% to 12% better than 1928, 
the poorest showings in this report 
average only 10% under 1928— 
which may indicate that the electri- 
cal industry has suffered far less 
than most industries. 


Fall-Christmas Outlook 


In this survey, the following in- 
formation is brought to light re- 
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garding the fall 


- Christmas sales 


outlook : 


1. 


2 


a. 


- 
A 


(a) 80% of the electrical whole- 
salers expect a revival of busi- 
ness activity this fall. 20% 
do not. 

(b) In answer to the 
“When” : 

50% say “September |st”’ 

12% say “September 15th” 

36% say “October 1st” 

% say “1931” 

Concerning the amount of in- 

crease: 

32% of the wholesalers esti- 
mate increases ranging from 
5% to 50% (average is 
17.7%). 

3% say “Better than 1929.” 
7% say “Same as 1929.” 
14% say “Gradual.” 

3% say “Good.” 

17% say “Slight.” 

19% say “Seasonal.” 

5% say “Various.” 

In answer to “What per cent of 

your annual volume is done in the 

last quarter of the year?”: 
ON APPLIANCES: 

24% state figures between 5% 
and 25%. 

28% between 30% and 45%. 

48% between 50% and 90%. 

ON RADIO: 

14% state figures between 5% 
and 10% 

10% between 15% and 35%. 

14% between 40% and 45%. 

62% between 50% and 90%. 

ON SUPPLIES: 

13% state figures between 5% 
and 20% 

62% between 25% and 40%. 

14% between 45% and 60%. 

11% between 65% and 90%. 

(a) Merchandise sales (appliances 
and radio) of 81% of the 
wholesalers’ regular increase in 
the last quarter of the year. 
(19% say that theirs do not.) 

(b) In answer to “How much?”: 
10% state figures between 10% 

and 20%. 

62% between 25% and 50%. 

28% between 75% and 200% 

Supplies sales of 53% of the elec- 

trical wholesalers’ increase when 

merchandise sales rise. 

10% say “Yes, but not as much.” 

37% say that supplies sales do not 

increase. 

Merchandise lines that wholesalers 

will push for the coming holiday 

trade are reported as follows: 


question 


80% will push Heating Appliances, 
60% will push Electric Clocks. 
60% will push Radio. 

60% will push Flashlights and Bat- 

teries. 

54% will push Vacuum Cleaners. 

35% will push Small Motor-Driven 

Appliances. 

30% will push Electric Trains. 

30% will push Washing Machines. 

22% will push Table and Floor 
Lamps. 

16% will push Electrical Toys. 
8.7% will push Christmas Tree 
Outfits. 

8.7% will push Electric Ranges. 

In addition the following are men- 

tioned: Refrigerators, Exercis- 
ers, Water Heaters, Fixtures, 
Special Novelties, Mazda Lamps 
and Ironers. 

Stocks of electrical merchandise 

and supplies in the retail, contract- 

ing and wholesale establishments 
are reported by the wholesaler to 
be much below normal. 

(a) Regarding dealers’ stocks: 

50% state estimates ranging 
from 10% to 50% below 
normal (average is 28% 
below). 

40% merely say that dealers’ 
stocks are “below normal.” 

10% believe that dealers’ 
stocks are “normal.” 
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(b) Regarding contractors’ stocks : 
40% state estimates ranging 
from 10% to 75% below 
normal (average is 40% be- 
low). 

44% merely say that stocks 

are “below normal.” 
16% believe that contractors’ 
stocks are “normal.” 
(c) Regarding wholesalers’ stocks : 
TOTAL STOCKS 
50% of the wholesalers re- 
plying report their own 
stocks in figures from 
10% to 50% below “nor- 
mal” (average is 18%). 
% report their stocks 10% 
4 above “normal.” 

45% report their stocks 

“normal.” 
APPLIANCE STOCKS 

41% report their stocks in 
figures from 5% to. 50% 
below “normal” (average 
is 30% below). 

16% report their stocks as 
10% to 75% above “nor- 
mal” (average is 17% 
above). 

43% say their stocks are 
“normal.” 

RADIO STOCKS 

54% report their stocks in 

figures from 5% to 90% 
x below “normal” (average 
af is 40% ). 
26% report stocks between 

10% and 50% above 


“normal” (average is 
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a 21% above). 
ca 20% say stocks are “nor- 
4 mal.” 
‘ SUPPLIES STOCKS 
50% report their stocks in 
figures from 10% to 30% 
below “normal.” 
10% report stocks as 10% 
: above “normal.” 
: 40% state that stocks are 
{ “normal.” 
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(d) In answer to the question, 
“Suppose business took a 
noticeable spurt in September, 
would your stocks need im- 
mediate replenishing through- 
out all lines? If not, how 
soon?” 

50% state that their stocks 
would need immediate re- 
plenishing throughout. 

40% state that they would not. 

10% were non-committal. 

Of those who replied “No”: 

57% would require replenish- 

ment immediately. 

27% within 30 days. 

10% within 60 days. 

3% within 45 days. 

3% within 90 days. 
Concerning the class of business 
that is most active now: 

40% state “Contractor.” 

30% state “Dealer.” 

30% state “Industrial.” 

8. Lines upon which the wholesaler 
states he will depend for business 
the rest of this year are as 
follows: 

40% say “Supplies.” 

29% say “Appliances.” 

23% say “Radio.” 

% say “Fixtures.” 

According to these figures merchan- 
dise lines are expected to consti- 
tute 60% of the volume for the 
rest of the year; Supplies 40%. 


General Market Data 


9. Types of stores that wholesalers’ 
salesmen regularly call upon are 
stated as follows: 

93% mention Electrical. 

70% mention Hardware. 

58% mention Department. 

58% mention Central Stations. 

53% mention Strictly Radio. 

40% mention Music. 

40% mention General Mer- 
chandise. 

24% mention Drug. 

15% mention Gift Shops. 

5% mention Furniture. 

Other classes of dealers men- 
tioned are garages, automo- 
tive dealers, coal commis- 
saries and cigar stores. 

10. Sources of wholesalers’ appliance 
business are stated as follows: 

38% get most from electrical 


N 


dealers. 

19% get most from central 
stations. 

19% get most from hardware 
stores. 


16% get most from depart- 
ment stores. 
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Other types of dealers men- 
tioned are: radio, drug, gift 
shops, furniture stores, con- 
tractor-dealers and contrac- 
tors. 

11. Sources of electrical wholesalers’ 
radio business is reported as fol- 
lows (stated in per cent of num- 
ber of wholesalers reporting on 
radio): 

34% say strictly radio stores. 

20% say electrical dealers. 

13% say department stores. 

13% say music stores. 

Other types of dealers men- 
tioned are: drug stores; 
hardware stores; furniture 
stores ; specialty dealers and 
chain stores. 

12. Asked if they were planning any 
local fall and Christmas sales 
promotion : 

47% say “Yes.” 

25% say “No.” 

28% did not state. 

Asked the nature of their con- 
templated promotion : 

FORM 
6.6% say “Additional sales- 

men.” 
4.4% say “Direct mail.” 
2.2% say “Newspapers.” 
2.2% say “Special Cam- 
paign.” 

Other forms mentioned were: 
“Appliance Sales Contest,” 
“Contest and Monthly Price 
Bulletin,” “Salesmen and 
Dealer Meetings,” “Four 
Major Campaigns during 
balance of 1930,” “Cata- 
logs” and “Billboards.” 

LINES 
24% say “Appliances.” 

12% say “Radio.” 
6.6% say “Christmas Spe- 
cialties.” 
3.3% say “Lamps.” 





















Appliances need cords, cords 

need outlets, outlets need wire, 

conduit and boxes. Sell sup- 
plies as well as appliances 


about SUPPLY 


HE secret of selling is display. The Phoenicians 

knew this way back about 2500 B. C., and as 

result they became the world’s greatest merchants, 
Of course the display idea and also the merchants who 
held the display idea, got pretty generally and convinc- 
ingly knocked on the head during the medieval days of 
Europe. In those parlous times if a merchant displayed 
attractive or valuable goods somebody cracked his conk 
and made off with ’em, so naturally the idea became 
unpopular. Its unpopularity still persists here and there. 

F’instance, if you want to buy a pair of underpants 
in La Ferte-sus-Jouarre or Fer-en-Tardenois in France, 
you have to explain to the shopkeeper exactly what you 
want and why, after which she—itt is always a she with 
whiskers—-rummages around and finds a cardboard box, 
and inside the cardboard box is a bundle wrapped in 
cilice and tied with tape, and inside the cilice bundle 
tied with tape is—maybe—the underpants you crave. 
3uying underpants in France is such a chore and bore 
that Frenchmen don’t wear ’em, but use their shirt-tails 
instead, as anyone can testify who ever bought himself 
one of those shirts with the plus-four tails at the Cent 
Mille Chemises on the Boulevard des Italiens, Paris. 

However, I didn’t start out to give a dissertation on 
the use and abuse of French shirt-tails. What I set out 
to do was to explain in words of one or two syllables 
that the secret of selling is display. 

Now, a lot of folk seem to think that display con- 
sists in exhibiting the merchandise under the prospective 
buyer’s nose. Not necessarily. Display can be—and, in 
the case of the jobber’s salesman, must be—largely a 
matter of catalog-plus-conversation. It’s impracticable 
for a jobber’s salesman to tool a truckload of miscel- 
laneous appliances and supply items over his sales route 
every day for the inspection of maybe and next-time 
customers: he’s got to do his selling with his face and 
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hands, aided by such suppliers’ printed matter as he can 
stow in the rumble. 

But right here occurs a catch. He stows his synthetic 
display material aforesaid in the rumble, and forgets it. 
With from sixty to seventy-five lines to handle, he 
remembers to display maybe six or seven: the balance 
are as thoroly hidden from prospective customers as 
those underpants wrapped in cilice and tied with tape 
and stored in cardboard boxes in the Maison Wotadump 
in La Ferte-sus-Jouarre, France. In other words, they 
aren't on display. 

Right now the loud noise in the wholesale electrical 
business is Christmas merchandise—appliances upon 
which you can hang a sprig of holly and a gift-card 
labeled ““To Mother.” 

This is right and proper. The electrical industry 
should most assuredly get its full share of the nation’s 
Christmas coin—and the more they get, the merrier 
their Christmas will be. But why, I pause impressively 
to ask, why should we, when displaying the Yuletide 
gimmicks, why should we so dumbly neglect the stuff 
which lies between them and the meter? 

One of the really smart merchandisers of this country 
is a lad of the name of Hotchkin. He was John Wan- 
namaker’s ad-man for a matter of ten years, a keen 
student, a clear thinker, a most convincing slinger of 
language both vocal and type. (Turn to page 110) 
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ADD-A- LIGHT 


(Opportunity 


“Add-A-Light” campaign which will be on during 

the latter part of October and in November as a 
cooperative activity of the electrical industry to awaken 
consumers’ interest in the more general use of portable 
lamps. 

An immediate market is offered by portable lamps as 
there is no wiring installation 
necessary. Lighting authorities 
state that any home can use 10 
portable electric lights. The 
number of such lights in wired 
homes now averages three, 
which is declared entirely in- 
adequate. At present there are 
about 60,000,000 portable lights 
in use in the homes of this 
country. There is a potential 
market for more than 140,000,- 
000 portable lamps. 

It is estimated that the aver- 
age portable lamp will create 
two new sockets, which means 
a market for 40,000,000 more 
Mazda lamps if two are used 
in each portable lamp and only 
one portable lamp is added in 
each wired home. It also sug- 
gests a potential market for 
280,000,000 Mazda lamps. 

The “Add-A-Light” campaign 
will be actively supported by 
means of a coordinated adver- 
tising campaign in women’s 
magazines of national circula- 
tion ; by radio broadcasting over 


Pisces lamps are to be the backbone of the 





The ‘‘ Add-A-Light”’ cam- 
paign ts a well conceived 
plan to increase the sales of 
lighting equipment for the 
home. Its success, however, 


is seriously dependent upon 
the utmost cooperation be- 
tween all branches of the 
electrical industry. Whole- 
salers are urged to do their 
part in this campaign 


and store interior displays. These preprints are supplied 
at cost by either National Lamp Works or Edison Lamp 
Works. 

The women of America buy 85% of portable lamps 
and consequently they have the most influence on lamp 
purchases, so the national advertising is in leading 
women’s magazines, including “McCalls,” “Ladies” Home 
Journal,” “Pictorial Review,” 
and “Woman’s Home Compan- 
ion,’ which four alone have a 
combined circulation of more 
than 10,000,000 copies monthly. 

The four-page advertisement 
in color in the “Ladies’ Home 
Journal” will be followed by 
advertisements of portable lamp 
manufacturers, and this plan 
will be used in the other adver- 
tising in women’s magazines. 

The “Add-A-Light” campaign 
is timed to start at the begin- 
ning of the natural lamp buying 
season, when people are inter- 
ested in getting the home pre- 
pared for winter use, when 
lights are more important than 
at any other season by reason 
of shorter days, and also be- 
cause of the approach of holi- 
day festivities in which lights 
are such an important factor. 
With the momentum produced 
by this intensive campaign port- 
able lamp buying will feel the 
stimulation through October 
and November and even into 











a nation-wide group and also by 
a series of electrically recorded 
records for local radio broadcasting by electrical leagues, 
central stations, and others; by newspaper advertising 
including mats for advertisements which will be supplied 
to department stores, central stations, public utility 
companies, furniture stores and others who can use 
newspaper advertising; by direct mail advertising sent 
with statements November 1, which printed matter will 
be supplied by portable lamp manufacturers to retailers ; 
by window displays during “Add-A-Light” weeks begin- 
ning October 20; preprints of the four-page color “Add- 
A-Light” advertisement appearing the November issue 
of “The Ladies’ Home Journal” will also be available, 
which enterprising dealers will tie-up with their window 
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the gift buying month of 
December. 

Among the manufacturers who have announced 
“Add-A-Light” sales campaigns up to the time this 1s 
written, are: Art Lamp Co., Beardslee Chandelier Mfg. 
Co., The Buckley Studies, Inc., Colonial-Premier Co., 
Luminator, Inc., and Sandel Mfg. Co., all of Chicago ; 
H. G. McFadden & Co., Monowatt Electric Corp., Wil- 
liam R. Noe & Sons, and Mutual-Sunset Lamp Co., all 
of New York; Gregg Mfg. Co., Fredericktown, O.; 
Kayline Co., Cleveland, and The Miller Co., Meriden. 

Every electrical wholesaler should get behind this 
campaign in an active manner and every jobber’s sales- 
man should carry the story to his electrical dealers and 
contractor-dealers. 
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T NO season of the year is there apparent 
the general interest in lighting, espe- 
cially of the decorative variety, that 

manifests itself on every hand during the 
Christmas holidays. Proper and tasteful light- 
ing is a master craftsman in the creation of 
warmth and atmosphere in 
the home throughout the 
year, but at Christmas, 
when cheer and hearty good 
fellowship are the especial 
order of things, lighting as- 
sumes a lead role boosted 
by no other medium of ex- 
pressing the Yuletide spirit. 

The magic brush of the 
theater is light. To express 
any mood, to create any at- 
mosphere, to excite sympa- 
thy or chill on the part of 
the audience, light is em- 
ployed alike on the legiti- 
mate stage and in the film- 
ing of the current cinema. 
The modern home, whose 
occupants are too busy dur- 
ing much of the year to 
give especial consideration 
to matters of home atmos- 
phere and the fine points of domestic theatricals, extends 
itself, expands, and becomes a genial, smiling host at 
Christmas. It is then, above all other periods, that the 
average American home looks to light as the painter of 
charming pictures within and without its walls. 

Thus it is that the general public of 1930 is lighting- 
conscious at Christmas as at no other time. Thus it is 
that individuals, city officials, electrical leagues, chambers 
of commerce and many others are even now recalling 
splendid examples of festive lighting which they saw 
last year and are making plans for their own decorative 
lighting for the approaching Yuletide season. 

Probably the first job of community lighting was an 
Herculean task on somebody’s part. Probably the first 
example of a resident using incandescent lamps to deco- 


An interesting example 
of tree lighting. 
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Attractive lighting 
effects of this character 
are in great demand dur- 
ing the holiday season. 








Painting 


rate his lawn or the wreaths in his windows 
at Christmas was exploiting a hobby. But 
that was at the other end of the ladder, be- 
fore the climbing began. If you still think 
of Christmas lighting in terms of the days 
when a few small but mighty dangerous wax 
candles were clipped to an evergreen tree in 
the parlor, lighted just long enough to il- 
luminate the distri- 
bution of presents 
while father stood 
anxiously by with 
a bucket of water, 
then hurriedly 
snuffed out, you are 
a long way from 
the truth. 

Think a moment 
of what you saw in 
your own home 
town last year. If 
no one in your town 
had a lighted 
wreath in the win- 
dow, if no one had 
a lighted tree on 
the front lawn, if 
no merchant used 
colored incandes- 
cent lamps in his 
show windows or 
over the street in 
front of his shop, 
your town was one 
of very few of its 
kind anywhere. 


The effectiveness of this 
tree is heightened by flood- 
lights. 
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Christmas decorative 
lighting for stores and 
public buildings is a 
good field for dealers. 








the HOME, wit 
LIGHT 


The holiday season offers your con- 

tractors and dealers the occasion to show 

what light will do outside and inside the 
home. Develop this business now 


By D. W. KopPes 


National Lamp Works, General Electric Co. 


On the other hand, if your 
town was so well lighted that you, 
close to the electrical trade as you 
are, could see no room for im- 
provement, either in residential, 
civic or commercial decorating, 
your town was an exception at 
the rosy end. There’s the picture, 
and likewise the opportunity. 

Human beings are imitative. 
Last year your next door neigh- 
bor had a good piece of Christ- 
mas lighting in his front lawn; 
this year, you'll use the same gen- 
eral idea, even and especially if 
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A display for the average home 
need not be expensive. 


you had nothing last year, but 
you'll have red lamps where your 
neighbor had green ones — and 
you'll swell with pride because it 
is your own unique decorating 
plan. And when I come home 
late from the office at the open- 
ing of the holiday season, and 
discover that my house is one of 
three in the entire block that 
haven’t any Christmas lighting, 
you can bet I’ll look for an elec- 
trical shop that’s open, that very 
night. 

That’s why Christmas decora- 
tive lighting, within and without 
the home, the store and the pub- 
lic building, isn’t hard to sell, 
and is too good a thing for the 
jobber’s salesman or his dealers 
to overlook. Who would deny 
that the amount and scale of 
Christmas lighting has grown 
amazingly in the past five years, 
and largely without commercial 
stimulus, except in cities where 

electrical leagues have spon- 

sored home decorating con- 
tests? Certainly our own dec- 
orative lamp sales have shown 
increasing returns at each holi- 
day season. And why shouldn't 
Yuletide lighting grow as an 
activity? You feel conspicu- 
ous, out of things, and rather 
dingy if you haven’t a flag to 
hang out with those of your 
neighbors on the Fourth, and 
the same sentiment and appeal 
have read themselves into the 

Christmas season. 

Well, you say, fair enough. 

But what about the salesman 

(Turn to page 100) 


15 












An Independent Manufacturer 


Makes a Suggestion 


‘©The independent manufac- 

turer and wholesaler must 

join forces in the development 
of merchandising methods’’ 


OME months ago it appeared to the executives of 
the business with which I am associated that we 
might advantageously market a considerable part 
of our product through wholesalers. We had tried this 
once and been singed. A previous sales manager had 
sold us on the idea of jobber distribution : we adopted his 
recommendation with enthusiasm only to find after a 
short term of operation that salesmen were using whole- 
sale prices to secure retailer’s orders, with results which 
I prefer to forget. However, we realized 
that the fault lay largely with the way 
the wholesale policy was carried out. 
In making our second approach to the 
wholesale channel of distribution, we 
naturally were a bit timid. The old say- 


EDITORIAL NOTE 


UR attention has been called to 
the activity of a prominent, 


that a chain’s financial resources represent an over- 
whelming advantage is not necessarily true. Money, 
while always a subject for respect, is not in itself a 
source of power—especially, brain power. Nor does it 
necessarily breed that fundamental fortitude which is 
essential to business success. It has been this writer’s 
observation that a keen-minded, courageous man, fairly 
well financed, can make mere money look cheap. 

Tonnage buying is another advantage hastily con- 
ceded to chains, but on this subject also we have our 
doubts unless tonnage buying is predicated upon tonnage 
selling. As you well know, the beaches of business are 
strewn with the wreckages of overstocked warehouses. 

Having found the first two advantages of chain 
operation to be rather weak links, according to our 
business experience, we searched deeper and found 
this:—any chain group’s strength lies not in financial 
resources, not in buying power, but in two seemingly 
overlooked advantages; namely, their close relations 
with their suppliers and their command of these 
suppliers’ merchandis- 
ing acumen. Let me 
expand these two 
thoughts. 

A chain wholesaler 
and his supplier are 


ing that a burnt child fears the flame 
applied emphatically to us. We had had 
a painful experience. The questions 
were, could we find a policy and method 
under which we might utilize the whole- 
salers to mutual financial advantage, or 
was the wholesale system “out” as far as 
we were concerned? We decided to 
investigate, and it is because this investi- 
gation led us into what appeared to be 
unexplored territory that I am taking the 
liberty of writing my ideas of the prob- 
lem and its solution. 











independent, appliance manufacturer, 
who, after one rather sad experience 
in wholesale distribution, has deter- 
mined upon a second method of 
approach based on a realization of 
the position of the independent 
wholesaler in the field today, and an 
appreciation of his competition. 


Reproduced here, is an outline of 
his discussion on the subject together 
with a suggested list of 14 points in 
an understanding between an appli- 
ance manufacturer and his wholesaler. 


The Jobber’s Salesman would 
welcome comments on this interest- 
ing proposal. 











virtually the fingers of 
one hand. Whereas 
the independent fights 
his manufacturer for 
additional discounts, 
favors and conces- 
sions, the chain house 
manager takes what 
his manufacturer 
offers and likes it. If 
he doesn’t like it, he 
gets himself another 
job. In any event 
there is no. conflict 


The first thing we discovered, in 
re-considering the wholesale market, was 
that we could not hope to sell our product in any volume 
to wholesale houses which are committed to their own 
trade-named products. Being independent manufactur- 
ers, our salvation lay with the “free lance” or inde- 
pendent group of wholesalers. It followed, then, that 
the independents’ problem was our problem. 

It would be tedious to go into details of our studies 
of the wholesale situation: let me jump immediatley to 
the high spots. 

We discovered, first, that several accepted views of 


chain operation are in error. For example, the view 
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between supplier and 
wholesaler because both get the weekly pay envelope 
irom the same paymaster. The result of this situation 
is that a chain wholesaler and his supplier waste no time 
or energy in competing against each other, but they 
spend their entire time in competing as a unit against 
other chains and independents. 

Thought number two: when a manufacturing and a 
wholesaling organization join forces to extract the utter- 
most nickel from a given territory, their thoughts turn 
inevitably to merchandising methods. There seems no 
other place to which their business thoughts may log- 
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ically turn. The fundamental problems of supply being 
solved, there remains only the problem of demand—how 
to increase it and serve it economically—how to get 
retailers to stock the goods and how to help the retailers 
sell the stocked goods to the public. 

So it appeared to my associates and myself that the 
salvation of the independent manufacturer and inde- 
pendent wholesaler can be met in the same manner. 
First, they must deal together, not, as they have hereto- 
fore, as antagonistic buyer and seller, each looking for 
an advantage over the other, but they must deal together 
as partners intent upon wringing the last iota of profit 
from the territory in which they operate. Second, with 
their Own antagonisms and differences adjusted, they 
must join forces aggressively in the only activity which 
possibly can result in profit to either, and that is, the 
development of more resultful and efficient merchandis- 








ing methods. The factors are absolutely essential. 

In following the first above thought to a logical 
conclusion, this writer evolved a more or less universally 
adaptable standard form of agreement or understanding 
for use between independent manufacturers and inde- 
pendent wholesalers. The purpose of this document is 
to clearly set forth in advance the principles and ethics 
under which they propose to join forces—it tells what 
each expects of the other. 

Obviously it does not solve the entire problem: it is 
admittedly only the first step. But it appears to me that 
until this first step is taken, until the independent whole- 
saler and his supplier arrive at some such basis of 
mutuality, they will be fighting chain competition with 
one hand tied behind them. 

I am attaching a rough draft of the sort of under- 
standing I have in mind. 


Proposed Points in an Understanding Between an Appliance 
Manufacturer and His Wholesalers 


l The Manufacturer should not 
sell to any outlet at a less price 
than his wholesale price, nor give 
any premium of whatever sort above 
what he will give to the Wholesaler. 


The Manufacturer should at- 

tempt by every legal method to 
prevent his product from _ being 
exploited by outlets which operate 
under methods which the Manu- 
facturer and Wholesaler agree are 
unfair. 


| The Manufacturer should not 
sell to catalog houses any machine 
which carries his trade name or 
closely resembles his trade-named 
machine. 


The Manufacturer should not 

sell in any territory a practically 
identical product under different 
trade names without complete under- 
standing with the Wholesaler, and 
there should be no variance in prices 
or terms between any such duplicate 
brands. 


5 The Manufacturer’s advertising, 
whether national, sectional or 
local, should be an agreed part of any 
contract. 


The Manufacturer should not 

be allowed to arbitrarily increase 
the Wholesaler’s quotas in successive 
years under threat of cancelling the 
connection. Careful analysis of a 
territory in advance will reveal within 
close limits the normal expectancy of 
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increase, and this should be under- 
stood in advance. 


7 The Wholesaler should not en- 
gage to handle a greater quantity 
than he honestly believes he can dis- 
pose of unaided by the Manufac- 
turer. Any sales co-operation given 
by the Manufacturer should be 
understood to be to increase the 
Wholesaler’s normal quota and not 
to enable the Wholesaler to make his 
agreed quota. 


In event the Wholesaler cannot 

meet his quota at any time, he 
should nevertheless meet his commit- 
ments for the succeeding month, but 
should notify the Manufacturer that 
he is behind in his sales and give the 
Manufacturer opportunity, if he so 
desires, to cooperate in restoring the 
Wholesaler to quota basis. 


The Wholesaler should allow the 

Manufacturer to sell at a price 
not lower than wholesale price to any 
outlet which organizes to carry on 
activities calculated to sell at retail a 
volume equal to 50% of the Whole- 
saler’s quota for the territory affected, 
provided this outlet is not opened 
by the Wholesaler, in which event 
the direct manufacturer-to-outlet 
arrangement should provide compen- 
sation to the Wholesaler for his 


pioneer work. 

10 The Wholesaler should allow 
the Manufacturer to carry any 

customers who are on his books prior 


to the connection, at prices which the 
Wholesaler might find unprofitable, 
but any difference between the price 
paid by such customer and the whole- 
sale price should be rebated to the 
wholesaler. 


ll Should the Wholesaler accept 
direct shipment orders which 
provide for the Manufacturer carry- 
ing the account, the Wholesaler’s 
ditferential should be less than his 
regular discount to compensate the 
Manufacturer for performing a part 
of the Wholesaler’s function. 
12 It should be mutually agreed 
that servicing is (or is not) a 
part of the Wholesaler’s duty. The 
product should be unconditionally 
guaranteed up to a certain point by 
the Manufacturer, and all servicing 
beyond that point should be charged 
to the ultimate buyer. Where the 
Wholesaler or Retailer guarantees 
service beyond the spirit of the 
Manufacturer’s guarantee, the re- 
sponsibility should rest with them. 


l It should be mutually under- 

stood and agreed that all com- 
petitive situations are mutual prob- 
lems in the solution of which both 
the Wholesaler and Manufacturer 
should join forces. 


14 In the settlement of disputes 
the problems should be ap- 
proached not in the spirit of “Who 


is Wrong,” but in the spirit of “What 
is Right.” 
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A (sOOD [)RIVE 


Needs a Good 
“HKollow-Thru” 


The Electric Corporation of 
San Francisco carries out 
this thought in its annual 


, XO FIND a jobber with his Christmas business 
completely in hand by the end of September—every 
dealer covered and all orders in—brings a feeling 

of distinct satisfaction. Jobbers, in general, do not find 

themselves in such a satisfactory position, so the jobber 
in this case, The Electric Corporation of San Francisco, 
was asked how they did it. When it is said that the 
situation was in hand by the end of September, this 
means that the last tag ends were in. At a matter of 
fact, most of the orders were written in 

July and August and the territory covered 

by September 1. 

This company is the exclusive electrical 
distributor of “Universal” appliances, the 
complete line. The method is simple 
enough. They go at the job in dead 
earnest, that is all, and look upon it as a 
major activity of the year that must be 
done on schedule time and not side- 
stepped by the men as something that can 
be put off from day to day. Furthermore, 
the job is not left to the regular territory 
salesmen but is made one for specialists 
largely, and they have two. 

Beginning July 1, these two specialists 


te : : tric 
visit every town in the territory and 
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View in the display room of the Elec- 
Corporation, 


Christmas campaign 


carry with them a complete display of the whole line, 
together with a full set of large photographs of all of 
the numbers. They have a headquarters in every place 
of any size, where the display is set up, and it is a mighty 
attractive one. The specialists are accompanied in each 
territory by the territory salesman who goes out at once 
when they arrive in a town and makes appointments with 
the dealers to go to the headquarters and see the display. 
He brings the dealers in and leaves them, and the spe- 
cialist does the actual selling. They keep at this until 
every dealer has been brought in. In the case of very 
small communities there may be only one or two small 
dealers, there is sometimes an exception to the rule, in 
that the specialist goes by appointment to the dealer’s 
store taking a few samples of the most popular numbers 
and the complete set 
of photographs. But 
the fact remains that 
they overlook nobody. 

How is the dealer 
persuaded to place his 
order early? It is done 
by going at the thing 
in a business-like way, 
the same way that 
shrewd merchandisers 
in the old established 
lines do it. Action at 
once is, of course, se- 
cured by giving the 
dealers December first 


(Turn to page 100) 
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** The chance of being re- 

warded for good works 1s 

sufficient so that any man 

1s justified in being kind 
to others”’ 


Says Bruce Barton 


position in Washington for a number of years. 

After his retirement he opened an office and let it 
be known that he would act as an adviser to individuals 
and companies having business to transact with the 
government. 


if HAVE a friend who occupied a prominent official 


Recently he told me that his first year’s income was 
about ten times as large as he had dared to hope for. 


“The only way I can explain it is that I am now cash- 
ing in on my life-time habit of doing things for people,” 
he said. “When I was in office I never could see why it 
wasn’t worth while to go to a little trouble for folks if 
you could do it properly. So when a man came to me | 
didn’t try to side-step by saying, “You will have to take 
that matter up with such and such a department.’ [ 
just tried to help him out. 


“T wasn’t scheming about it. I had no conscious no- 
tion that I was laying up treasure in Heaven, or any- 
thing of that sort. 


“But apparently people remembered and appreciated, 
and now they are taking pleasure in paying me back.” 


Neither by temperament nor conviction do I belong to 
the United Brotherhood of Pollyannas. I do not hold 
that we live in the best of all possible worlds, nor that 
selfishness is always punished and virtue always re- 
warded. 


Doing Vhings 
PEOPLE 





Harris & Ewing 


On the contrary, I see many notable examples of men 
who have apparently never done a gracious thing in their 
whole lives who yet have achieved fortunes and are quite 
serene and contented in the enjoyment of the good things 
of the world. 


But at several different times in my own experience 
I have been surprised by having bread which | had cast 
on the waters and forgotten come back to me spread with 
good butter and even considerable jam. 


NE of the most valuable contacts of my business 

life grew out of work which J did for a certain 
charitable organization, with no thought of personal 
gain. And a large piece of business once walked into 
my Office, sent by the brother of a man whom I had been 
able to help many years before, and in an entirely differ- 
ent part of the country. 

Speaking generally, I should say that the chance of 
being rewarded for good works is sufficient so that any 
man is justified, from a purely selfish standpoint, in going 
out of his way occasionally to be kind. 


To say nothing of the fact that doing things for other 
people brings a personal satisfaction which is, in itself, 
a reward. 


© McClure Newspaper Syndicate 
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MEN 
You Should Know 


T. J. O'BRIEN 


President, Hartford Electric 
Supply Co., Hartford, Conn. 


along through pleasant places, people who year 
after year enjoy the same easy going routine 
of existence. 

But nothing of this kind was in store for T. J. O’Brien 
and it is doubtful if he would have wished it so. Fate 
had a way of tossing him into a whirlpool of chance 
from which he emerged, sometimes bruised and weary, 
but certainly never bored. 

At 18 he graduated from high school and obtained a 
position as office boy at $4 per week for the Columbus 
Automobile Co., of Hartford. The hours being from 
7 a.m. to 7 p.m. he had plenty of time in which to learn 
the practical side of business. 

In this capacity he had the painful experience of learn- 
ing the value of a dollar. Soon after he started to work 
he was sent to the postoffice for 
$20 worth of stamps. On his way 
back to the office he lost the en- 
tire lot. 

At present Mr. O’Brien can 
recall the loss with a smile, but 
at that time it meant five weeks’ 
salary, which is not funny to any- 
body at any time. The employer 
deducted this amount in weekly 
installments, so it was actually a 
many weeks before Mr. 
©’Brien was able to draw his full 
four dollars weekly. 

After two years with this firm 
he was informed that his services 
were no longer required. This 
was another hard blow to a lad 
of 20, whose self-confidence tends 
to be measured by the opinion of 
his one and only employer. 

Others would have sought a 
job as far removed as possible 
from the plant of the last em- 
ployer, but the way Mr. O’Brien 
handled the situation is sugges- 
tive of the character and determi- 
nation of the man. He went back 


, \HERE are people whose life flows smoothly 


good 
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He Has Courage in 
Adversity 


It 1s no test of a man’s character 
to keep on smiling when the entire 
structure of his life is constructed 
so as to provide an untroubled 
business and financial life. It 
does, however, call for all that 1s 
best in a man when adversity dogs 
his footsteps. 


T. J. O’Brien’s early business 
life was no bed of roses. 
experienced a series of setbacks, 
unusually discouraging in nature, 
but his courageous acceptance con- 
verted them into stepping stones 
for a sound, substantial future. 


This is number 125 in our 
series of sketches of prominent 
wholesalers 


to the Columbus Automobile Co. and secured another 
position with them in the drafting department at $9 per 
week. Under the new surroundings and supervision he 
did much better. 

The Eddy Electric Co., Windsor, Conn., manufacturers 
of electric motors were his next employers and he 
worked there as a supply clerk for one and one-half 
years. At that time the company failed and the plant 
was closed. 

A period of four months then elapsed before suitable 
employment was found and this time he took a position 
as bookkeeper and stenographer for the New England 
Engineering Co., a firm in the electrical construction 
business. He remained at this work for several years 
until the firm expanded into the business of wholesaling 
electrical supplies. 

The wholesaling end of the business was organized 
separately and called the Electrical Supply and Equip- 
ment Co. With its organization he became secretary 
and sales manager. He kept this position from 1908 
to 1914, at which time he became dissatisfied with the 
salary and opportuni- 
ties and resigned. 

As he had worked 
very hard he took a 
two months’ vacation 
during July and Aug- 
ust. In September he 
joined the Ward, 
Drouet & Foster Co., 
which was then insol- 
vent and operated by 
John B. Ward, who 
acted as receiver. 

In this position he 
traveled on the road 
five days per week 
and was on the job 
from 6:30 a. m. to 
10:30 p. m. The finan- 
cial position of the 
company was very 
bad, but it was hoped 
that conditions would 
improve. An oppor- 
tunity was offered 
Mr. O’Brien to in- 
vest in the company, 

(Turn to page 106) 
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T. J. O’Brien 


President, Hartford Electric Supply Co., Hartford, Conn. 
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NEWS am VIEWS of the DAY 


The Goddess Light 


eit: First National chorus girls gather round to 
inspect the 12-million-candle power bulb which will be 
used in all future productions.—P. & A. Photos. 


There Is Some Justice 


Right: Vhis is what happened to one seeker of an 
endurance record. Norman 8, Pearce, radio an 
nouncer, 1s shown being removed from the marquee 
of the Strand Theatre by Officer D. L. Jones, who 
placed him under arrest for creating a public nuisance 


when he attempfed to set an endurance talk record 
vith the aid of a loud-speaker. Pearce, who had 
talked for two hours and 45 minutes, was held under 


S500 dail Wide World Photos 





New Subway Car for City Line 

Left: An interior view of one of 
the cars which will be used on the 
new City Subways in New York. 
The car has seating room for 60. per 
sons and standing room tor 220 more 


—Wide World Photos. ‘ 
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GREATER SIMPLICITY... FEWER PARTS... 


Quicker, Easier Renewals are Features of the New 
ATT 2 


JEFFERSON 


ah i he 
Ferrule Type Renewable 


FUSES 


LD owas who have seen the new ferrule 
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Caps are one piece, insuring 
positive contact with the clips. 


a A 


bY ieee Union Renewable Fuse declare 
it the simplest, most practical, easiest fuse 
to renew. 





Besides the link there are only 
three parts—two caps and the casing. 
And the caps have no loose washers 
to drop or lose. To renew, simply 
unscrew the caps—pull out the link, 
insert a new one, screw on the caps 
—and the fuse is ready for service. 

It is designed to withstand blow- 
out after blowout—reducing yearly fuse 
costs. Venting which relieves the pressure 
caused by the blowing of the link, and 
makes long life possible, is secured by an 
exclusive method—through the end caps, 
not the threads. 

The link is held diagonally in the heavy 
horn fibre casing—keeping it from touch- 
ing and charring the fibre, or interfering 
with the accuracy of the rating. The link is 





The knife-blade type Union 
Renewable Fuse also has an ex- 
clusive system of venting, few 
parts, substantial construction 
—and a link notched at both 
ends to permit quick, easy re- 
newals. These features and the 
rugged grey horn fibre casing 
are a guarantee of longer fuse 
life—a new fuse for the price 


of a link. 


JEFFERSON 


ELECTRIC COMPANY 


1519 West 15th Street, Chicago, Ill. 


















supplied bent at only one end. The straight 
end is inserted in slots and bent over, in- 
suring correct fit automatically. Slots are 
large for easy cleaning and inspection and 
are so shaped that the link can not twist. 

Jot down a sample order for use on a few 
of your most troublesome circuits. Actual 
use will prove these superiorities. We will 
be glad to tell you which wholesalers handle 
Union Renewable Fuses in your territory. 





NEW HANDY FUSE 
WRENCH 





The handiest too! for tightening 
and loosening ferrule type renew- 
able fuse caps. Comfortably-sized 
hard wood handle, with hole in 
each end—one for fuses of 1 to 
30 amp., 250 volt size; the other 
for 31 to 60 amp., 950 volt, and 
1 to 30 amp., 600 volt. Your 
wholesaler has it. 
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ELECTRICALLY SPEAKING 


The NEW BUSS SUPER-LAG Fuse is not just an 
improvement of an old design—it is a new principle 
applied to fuses. Time-Lag is increased far beyond 
anything ever before thought possible. 


Attached to the center of the BUSS SUPER-LAG 
Fuse link are two lag plates. An extra reduced section 
is provided in the center so that these lag plates do 
not increase the carrying capacity of the link too 
much. As a result the lag-plates serve only to conduct 
away and temporarily store some of the heat gener- 
ated in the weak spots, so that it takes a longer time 
to get the weak spots heated sufficiently to blow. 


By this means a time-lag far in excess of any other 
fuse is obtained. 


GREATEST SAFETY ON SHORT CIRCUIT 


The short circuit operation of the BUSS SUPER-LAG Fuse is 
also distinctly superior. Two weak spots melt instantaneously 
on the blowing of the fuse and because of the well known 
fact that two arc in series cannot maintain themselves as 
long asa single arc on the same voltage, much less metal is 
volatilized. The thick lag plates in the center of the link 
serve to keep cooler the entire mass of metal in the center 
and therefore the arc that follows the short circuit cannot 
as readily melt the center section. As a consequence of this, 
less metalis volatilized on short circuit blows than on any 
other type of fuse. This means that less pressure is created 
within the fuse and therefore the danger of a fuse rupturing 
or exploding or belching fire on short circuitsis considerably 
less than on any other type of fuse. 


AS A BOON TO THE USER 


Thoughtful fuse users have for many years ex- 
pressed the need of a fuse that would give dependable 
protection yet would not blow and cause unnecessary 
shut-downs every time a harmless overload occurred. 
They knew that many fuses blew on overloads where 
the magnitude of the overload in relation to the 
length of time it existed was not sufficient to cause any 
harm to electrical apparatus, wiring or equipment— 
yet these harmless overloads were bound to occur 
and fuses blew and useless and costly shut-downs 
were the result. 

BUSS SUPER-LAG Fuses are an answer to this 


long felt need for a fuse that would blow safely on 
short-circuits, promptly on dangerous overloads and 


still not blow every time a TH E 


harmless overload occurred. 
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the electrician has replaced the 
fuse. Workers leave their work and 
time is lost in getting operations 
back to normal. Process material is 
often subject to spoilage. Added to 
all this cost is the electrician’s time 
and the new link or fuse. 


It can readily be seen that a fuse 
that does not blow every time a 
harmless overload occurs will save 
the user money by greatly reducing 
the cost of his electrical protection, 

AND THAT’S WHAT THE 
BUSS SUPER-LAG FUSE DOES 
FOR THE USER. 


LOOK AT 


THAT CHART 
— eemmmmamnmmmmammmroneencns soci 


Note the difference! Think what this 
almost unbelievable superiority of BUSS 
SUPER-LAG Fuses will mean in reducing 
the number of useless blows and costly 
shut-downs. 

To take advantage of this new scientific 
advancement in Elec- 
trical Protection just 
tell your trade about it. 


Helping your cus- 
tomers to gain such 
savings in the cost of 
fuse protection will 
surely make a lot of 
friends for you. 


That’s why it pays 
to talk and sell BUSS 


SUPER-LAG Renew- 150% OVERLOAD 


able Fuses. 





TO SAVE THE USER MONEY 


When a fuse blows on a harmless overload it causes an unneces- 
sary shut-down that is unavoidably costly to the user. Motors 
stop, machines stall and production ceases. Operators stand idle until 





BUSS 


BUSS a 
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50% OVERLOAD 


























BUSSMANN MFG.cCO. |= HOW IT COMPARES TO OLD TYPE FUSES 


St. Louis, Mo. Blowing Time of BUSS SUPER-LAG Fuse Compared to Other Makes 
‘vision of the McGraw ElectricCo. . These charts sh Its obtained i ted by them show similar results. 
A Division of the McGraw Electric Co. «sts made by Electrical Testing Labor. Blowing times shown on one overload are 


atories of New York as reported by them not comparable with those at other over- 
August 25th, 1930 on the 200 ampere 250 loads because a different scale is used on each 
volt size. 30, 69, 100, 400 and 600 amp. sizes chart for convenience in comparing results. 
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NEWS in VIEWS of the DAY 


Battle Fleet Light Dis- 
play Ends S. F. Harbor 
Day Celebration 

Lett: With a @tant 
searchlight display the 
United States Battle Fleet 
at anchor in the world’s 
greatest landlocked har 
bor, San Francisco Bay, 
brought to a close a gala 
Harbor Day celebration 
when they painted pic 
tures on the cloak of 
Night with their powerful 
luminous needles and 
thrilled the many watch 
ers who had gained van 
tage points on the cities’ 
prominent hills. 


Gas Protects $10,000,000 Cable 

Below: Here is the heart of an amazing new method 
for protecting the new $10,000,000 San Francisco-lLos 
\neeles underground cable of the Bell System Phe 
cable is filled with gas and when a leak threatens to 
allow water to short circuit over 500 wires the pressure 
falls and automatically rings an alarm. A trouble shooter 
repairs the cable before the service breaks down, 


ANUP EEE 
Fae 


Pea 


Radio Used to Guard Commercial slviation 
Above: The transmitter at Ford Airport, 
Detroit, which broadcasts the half-hourly weather 
reports for the guidance of traffic on the airways 
radiating from Detroit. The station is remotely 
controlled from the operations office where the 
broadcasts are sent out over a microphone. An 
operator is holding one of the 10 250-watt tubes 
with which the transmitter is equiped. The sta 
tion operates on a frequency of 393 kilocycles. 


Wide World Photos. 
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WHEELER 
DURATACH 





Duratach—a quickly detach- 
able two-piece construction. 
Combines maximum con- 
venience, economy and light- 
ing efficiency. Recom- 
mended for general Indus- 
trial illumination. 








LESMAN OF TITE WITOLESALER IS TITE MOST IMPORTANT MAN IN TITLE INDUS 


Whatever demand you may 
receive for Industrial or Out- 
door illumination, you will find 
a unit to meet it efficiently 
and economically, in the wide 
range of Wheeler Reflector 
designs. That fact means that 
you can absolutely satisfy your 
customer; you can provide him 
with the illumination he needs 
—and you can be sure that it 
will serve him to his complete 
satisfaction. It is this wide 
range of Wheeler lighting units 
and their proven efficiency that 
guarantee you a_ substantial 
sales volume with the Wheeler 


Line. 





BUILDS SALES VOLUM 














WHEELER 
GLASSTEEL DIFFUSER 








Provides finely diffused, even 
and highly powered light. 
New spring type globe holder 
firmly supports globe in re- 
flector neck. An ideal unit 
for fine operations. 














WHEELER OUTSIDE 








FLOODLIGHTING UNIT 

















WHEELER 
DUSTIGHT COVER 





sR a 


WHEELER ARCOLUX 





A new SIGN REFLECTOR 














Especially recommended for 
floodlighting miniature golf 
courses — service stations — 
and similar locations. Has 
many exclusive and superior 
features. 














WHEELER REFLECTOR COMPANY, 275 Congress St., BOSTON, MASS. 
Canada. Canadian General Elec. Co., 


NEW YORK 








Heat resisting glass lens and 
metal retaining frame _pro- 
tects lamps, sockets and re- 
flecting surfaces. This is but 
one of the complete line of 
Wheeler Lighting Accesso- 
ries. 


for circular and other smail 
signs. Inconspicuous 

no extra parts . . . pro- 
vides intense illumination . . 

design prevents any light 
loss. A popular unit. 

















ATLANTA 


St. Louis. Indianapolis, Los Angeles. San Francisco, Seattle. 
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C. B. Harlow, Benjamin, Douglas Scarff, Midland 
Chicago; S. H. Simonsen, Lamp, Chicago; A. J. Mc- 
Manhattan, St. Louis; Ar- Givern, Manhattan, Chi- 
thur Lubec, Hart & Hege- cago; “Mike” ‘Taradash, 
man, Chicago, and J. B. Hyland, Chicago, and Ma- 
Folsom, Independent Elec- jor L. R. Quinn, Enameled 
tric, Muskegon Metals, Pittsburgh. 


Lake Michigan 
Club Meeting 


French Lick Springs, Ind. 
September 11 and 12 


Markle and Son, Clay- “a : , R. C. Close, General 


Electric Supply, Chi- 
cago and Wm. States, 
Edison Lamp, Chicago. 


ton Mark, Chicago. 


Above: Riley DeLano, Westing- 
house, St. Louis; J. G. Searls, 
Indiana Rubber, Jonesboro; Roy 
Brown, Westinghouse Supply, 
Indianapolis; W. R. Collins, An- 
aconda, Chicago, and H. J. Rein- 
hardt, Frank Adam, St. Louis. 
Left: Clyde LaMee, General 
Electric Supply, Indianapolis; 
W. H. Colman, General Electric, 
Chicago, Howard Ehrlich: Frank 
Shumaker, South Bend Electric. 


Above Right: 
Charles Dubsky, 
Crouse-Hinds, Chi- 
cago; Frank Haf 
ner, Doherty - Haf- 
ner, Chicago; Au- 
gust Kubec, Kubec 
Electric, Chicago, 
and John Gleason, 
Graybar, Chicago. 


Charles Dubsky; Ward Thomas, Bryant, Fred Eisemann, Revere, Chicago; August 
Chicago, and Frank Gooding, Emerson, Kubec, and John Sweeney, Westinghouse, 


St. Louis. Chicago. 
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ALABAX 


LIGHTING UNITS 
OUR cus- 


tomers will 
recognize the value, 
quality and style in 
these POS ALABAX 
Ceiling Units, which 
are only a part of the 
complete line. 


Sales are made quick- 


ly and profitably on : 
the ALABAX Line AL-1471 


due to:— 
Modern Design 







































AL-20!11 


Neat Appearance 
Harmonizing Lines 
Unexcelled Quality 


Wide Variety from 
Which to Choose 


Colors Which Blend 


with Surroundings 


A sale means a satis- 
fied customer as well 


as a profit for you. 
AL-1200 


Complete informa- 
tion will be gladly 
sent upon request. 








AL-2671 





“Those who know the facts insist on ALABAX” 





PASS& SEYMOUR, Inc. 


DIVISION J SOLVAY STATION SYRACUSE, N. Y. 
NEW YORK PHILADELPHIA CHICAGO SAN FRANCISCO 











She 


Jobber Salesman 


WW. J. McLAUGHLIN, Editor 


The Investment 
Penalty 


ARGE department stores are generally sup- 
posed to have the inside track in buying, 
from a price standpoint. By the very vol- 
ume of their orders, when they get behind a line 
of appliances, they are supposed to make all manu- 
facturers except those with the most steadfast job- 
ber policy come to terms and sell them direct, leav- 
ing the jobber to help out only in emergencies. 

Considerable courage may be gained from the 
fact that under the ordinary methods of depart- 
ment store accounting there is a little factor that 
creeps in to aid the jobber, which has been termed 
quite aptly the “Investment Penalty”. Each de- 
partment is ‘‘capitalized, so to speak for a certain 
amount, say for example, $10,000. So long as the 
manager stays within his capital allowance he does 
pretty much as he chooses and buys on the most 
economical basis possible. But let him exceed his 
capital and under the system his department is 
penalized a definite and very appreciable amount. 
However faithful a manager may ordinarily be to 
the interests of the company in the matter of turn- 
over, and net profit, they fade into insignificance 
when a penalty looms up in the foreground. He 
will do anything to avoid it. 

Suppose now that this manager’s $10,000 “‘cap- 
ital” is pretty well invested. There is a good line 
of some major appliance that he knows he can sell 
in volume sufficient for him to get 50% off from 
the factory. That, however, will mean a factory 
order, and the minute the invoice hits his depart- 
ment his capital allowance will be exceeded and a 
penalty will be attached to his department. In his 
city there is a jobber carrying the same line or one 
as salable—only 40% off, but with available stock 
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which he can draw upon gradually only as fast 
as he needs it. Which will he take? There is 
just one answer when the manager is approach- 
ing his capital limit. He will draw from the job- 
ber’s stock because he would almost rather take a 
cut in salary than a penalty on his department 
investment. 


Relief 
At Last 


CCORDING to the September 8 issue of 

the N. E. W. A. Review, the conduit and 

wire committee of that association has suc- 
ceeded in securing relief from the expensive and 
uneconomic method of billing rigid conduit prac- 
ticed by the manufacturers. It took just four 
years to lift from the electrical trade a burden 
which simply followed a tradition existing in the 
merchant pipe industry. And, it is indeed good 
news that the N. E. W. A. has been successful in 
reducing wholesalers’ clerical effort and expense 
by the manufacturers’ acceptance of its proposal 
to adopt a simplified billing method on this 
product. 


The Sun 

Is Rising 

HAT the sun is making an effort to peer 

over the business horizon is evidenced in the 

statements of 36 leading chain and mail- 
order houses which reported sales of 300 million 
dollars for August as against 317 million dollars 
for August of last year. With the dollar decline 
in sales of 5 per cent, and an average decline in 
prices of 10 per cent, the sales in volume was 5 
per cent over last year, representing a 5 per cent 
increase in consumption of the merchandise han- 
dled by these companies. 

It is further pointed out by economists that the 
liquidation of outstanding installment accounts 
has decreased the current buying power of the 
masses, but this fact has also established a poten- 
tial demand which should be felt during the fall 


and winter. 
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Attend the 


Convention 


EMI-ANNUALLY, the electrical wholesalers 
have been urged to attend the meetings of 
their association, and again, with the ap- 

proach of the National Electrical Wholesalers 
Association meeting at the William Penn Hotel, 
Pittsburgh, the week of November 11, jobbers 
are asked to set aside their normal work in order 
to be present. One factor alone should determine 
your decision this year, and that is the action 
taken by the executive committee in arranging 
for manufacturers to meet their wholesalers in 
group meetings as a formal part of the program. 
Such action not only permits a great saving of 
time on the part of all parties interested, but also 
leaves the door wide open for an open discussion 
by wholesalers with their mutual supplier, thus 
creating an opportunity to iron out any existing 
problems of a general nature. 

Those jobbers who do not feel they can spare 
an entire week for the trip can arrive on Wednes- 
day, November 12, at which time the program 
proper starts, the two previous days being given 
over to committee meetings. 

The program, as a whole, has not yet been an- 
nounced, but there is no doubt it will be so ar- 
ranged as to cover those vital subjects which are 
in the minds of all wholesalers today. 


Tom 


Thumb Golf 


T’S been raining golf courses all over this good 
I old U. S. A. during the past year, and the 
“gent” at the ticket-window is not the only 
one receiving all the profits from the downpour. 
This writer, feeling that a little personal contact 
was essential, toured a few of the courses with a 
score which is neither here nor there, for one can- 
not putt with one eye on the lighting requirements 
and the other on the ball. However, in this case, 
the former was of more interest, and the conclu- 
sion arrived at is that miniature golf courses, while 
lighted, are not in all cases adequately lighted. 
It sounds hackneyed to talk of tremendous 
prospects, vast fields and so forth, but it is a fact, 
nevertheless, that such golf courses offer unreal- 
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ized business opportunities. A manufacturer of 
lighting equipment recently told this writer that 
his 1930 sales will equal or exceed 1929, due to 
this new outlet, and furthermore, an elimination 
of those sales from his books would mean the dif- 
ference between a bad slump and a successful 
year. 

Fortunately, the close of the outdoor season 
simply means the courses are being virtually 
moved indoors, and the demand for lighting equip- 
ment goes merrily on. Jobbers’ salesmen will find 
the manufacturers only too happy to cooperate 
in writing specifications for such lighting and 
don’t forget each unit installed requires other sup- 
plies which add to the total billing on the job. 

It’s the largest small business which has ever 
struck the electrical industry and wholesalers 


should make the most of it. 
Chain Store 
Opposition 


N ENGLAND they make no effort to disturb 
radicals, and as a consequence that party 
makes little headway because of lack of pub- 

licity. Here, in America, we have had a radical 
departure from the normal method of merchan- 
dising in the retail chain stores. Some sincere 
but misguided souls have been so busy attacking 
this group that they have told the chain store 
Association just where its weakness lies, thereby 
placing in its lap not only the problem, but also 
the solution. 

The National Chain Store Association held an 
interesting convention in Chicago the week of 
September 29, and among the subjects studied 
was that of the opposition encountered by chains, 
due to their failure to acknowledge local obliga- 
tions to the communities which they serve and 
their lack of success in aiding the promotion of 
local welfare and local civic progress. The oppor- 
sition has been so noisy about these points that 
the Association is taking up the subject for con- 
sideration and careful study. 

The independent retailer can learn something 
by studying the methods employed by chain 
stores, but he’s a clever strategist who gathers 
information without revealing too much. It 
sometimes pays to mind one’s own business. 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by 
Wholesalers, on Market and Price Conditions for 22 Key Products. Numerals 
Indicate Number of Wholesalers Reporting in the Respective Territories. 








COMMODITY 


EASTERN 


STATES* 


CENTRAL STATES® 


WESTERN STATES* 





MARKET 
Aug. 15 to 
Sept. 15 


PRICES 
General 
Trend 


MARKET 
Aug. 15 to 
Sept. 15 


PRICES 
General 
Trend 


MARKET 
Aug. 15 to 
Sept. 15 


PRICES 
General 
Trend 


























Transformers, insulators, distribution 
equipment 








Poles and pole-line hardware........... 




















Switchboards and accessories 
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Motors and control apparatus 











Safety switches 
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Wiring devices 
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Industrial reflector......5. 00 66 .ceccsudas 








Commercial lighting units.............. 
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Residential lighting units............ 











Street lighting equipment.............. 











Heating appliances 
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Motor driven appliances............... 
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Telephone equipment................. 
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WESTERN STATES 


Storage batteries.......... 





CENTRAL STATES 
ALL 22 LINES COMBINED 








Fair 
52% 
51% 
59% 


Poor 
31% 
28% 
12% 


Good 
17% 
21% 
29% 


Poor 
39% 
40% 
22% 


Fair 
45% 
46% 
50% 


Good 
14% 
15% 


26% 


Fair 
447, 
46% 


48% 


Good 
16% 
14% 
23% 


Poor 
42% 
39% 
26% 








Aug. 15—Sept. 15, 1930 








Same Period Previous Month.......... 








Same Period Year Ago 






































*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western 
States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota. Nebraska, Kansas, Oklahoma and Texas. 
Central States include all between. 
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OLD TIMERS 





























HE American Circular Loom Company, Inc., has been 








producing ‘Better Wiring Materials”’ for the past 42 years. | | 





Perhaps the most significant thing about our existence for this 





length of time, is the obvious evidence of our ability to 





conduct our business so as to win continuous approval of our 








products by leading jobbers, architects, engineers, contrac- 








tors and inspectors. 











Our line of “Better Wiring Materials’’ has received such 





widespread approval! because quality of product has been the 








predominating aim—they go into a job without grief, and 














stay there. 








Reputation, plus Quality of Product, plus Prompt Service, 





plus consistent Advertising and Creative work—and you have 





a profitable line to handle—and ours is such a line. 





BETTER WIRING MATERIALS 


Xduct and Electroduct — Rigid Conduit 
Red Seal ABC ARMORED BUSHED CABLE — Licensee Pat. 1,687,013 
Red Seal Flexible Metallic Conduit 


Loomflex, Non-Metallic Flexible Conduit — Licensee Pat. 1,111,806 
Loomflex Cable, Non-Metallic Sheathed 
— Licensee Pat. 1,203,788 — 1,439,323 — 1,520,680 


Boxes and Fittings 





American Circular Loom Company, Inc. 






233 Broadway New York, N. Y. 









































Manufacturers of 


‘“* Better Wiring Materials” 
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News From The Wholesale Field 





Wetmore-Savage Buys Sup- 
ply Business 

On August 1, the Wetmore-Sav- 
age Co., Boston, took over the elec- 
trical supply business of the Lewis 
Electrical Supply Co. Business of 
the latter company will hereafter be 
conducted at the quarters of Wet- 
more-Savage, 76 Pearl St. 

The Lewis company will remain 
at its present location and concen- 
trate on the sale of radio and 
fixtures. 

x * x 
Electric Supply to Have New 
Location 

The Electric Supply Co., Des 
Moines, Ia., has leased the building 
at 1208-1212 Harney St., Omaha, 
formerly occupied by McGraw Elec- 
tric Co., and will be located there 


after the quarters are remodeled. 
— 


Thomas E. Swords Died 
Suddenly 

Thomas E. Swords, president, 
Swords Electric Co., Rockford, IIl., 
and also president and treasurer of 
the Swords Bros. Co., of that city, 
died suddenly from a heart attack on 
September 11 at his home on Spring 
Creek road. He was an industrialist 
and financier who in the space of 


and ther Salesmen. 


THE JOBBER’S SALESMAN Maintains Men in che Field, it Sends 
out Monthly “What's the News Sheets” to Every Wholesaler and it Gladly 
Receives Voluntary News Contributions and Snapshots from Wholesalers 
All this Enables It to Reflect from Month to 
Month the Personal Element in the Industry. Your Co-operation is 
Solicited in Making this Human Side of the Magazine More Interesteng. 





Missouri River Club 
Meeting 


The Missouri River Club 
will hold its semi-annual 
meeting at the Elms hotel, 
Excelsior Springs, Mo., on 
October 16 and 17. 

The program committee 
has decided to put on an 
exceptionally different type 
of program than previously 
followed and has promised 
a most interesting meeting. 











two decades won his way from a 

basement room and a bag of tools 

to a position as millionaire business 

executive. He was 48 years old. 
i. 


EM F Electrical Supply 
Occupies New Store 

E M F Electrical Supply Co., Cam- 
bridge, Mass., officially opened its 
new store at 450 Massachusetts Ave., 
on Sept. 6. The new location offers 
increased floor space with layout de- 
signed for quick and efficient service 
and a beautiful fixture studio. 





Kaemper Organizes 
Appliance Business 
William H. Kaemper, formerly lo- 
cal manager of the San Francisco 
branch of Listenwalter & Gough, re- 
cently resigned in order to organize 
a company for the distribution of 
electrical appliances. Associated with 
him is James Barrett, formerly radio 
manager of L. & G. They will have 
the distribution in San Francisco ter- 
ritory of such well-known lines as 
“Royal” vacuum cleaners, ““‘Meadows” 
washers, “Angelus” radios, ‘““Hi-Vac” 
tubes and “Howard” clocks. 


* * * 


Mine and Smelter Opens 
New Quarters 
The Mine and Smelter Supply Co., 
Denver, has taken new quarters at 
1500 17th St., for the handling of 
radio and merchandising material at 


present. 
* * x 


New Member for “Hole-in- 
One” Club 

Charles H. Neuburger. of the 
Capital Electrical Supply Co., Chi- 
cago, shot a hole in one at the Coghill 
Country Club on August 31 at the 
13th hole. He is said to have plenty 
of witnesses to prove his claim. 





Annual Fall Convention 


National Electrical Wholesalers Association 





NOVEMBER 10 to 14, 1930 








Committee Meetings—November 10, and 11. 


WILLIAM PENN HOTEL, PITTSBURGH 


Regular Meetings—November 12, 13, and 14 
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Ivanhoe Safety Type 
Suspension Fizture. 
Dull bronze or pol- 
ished bronze. 





Note Z-hickey switch, 
adjustable suspension, 
swivel jeint and screw 
ringhwhich allows canopy 
to drop down for greater 
freedomof work. Z-hickey 
eliminales strain on can- 
opy when installing or at 
any other time. It takes 
the direct pull. 








Shows patented mechan- 
ism for holding glassware 
in ceiling type fixture, 
opened to receive globe. 
Worlh close study. 


Ivanhoe Safely Type Stem 
Suspension Fizture. Get 
the swivel joint idea. It 
keeps the light straight. 
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= HARVEST TIME 
for LIGHTING 
PROFITS 


IGHT NOW the demand for better lighting is at its peak. 


Merchants, with an eye to holiday business, are figuring on better light- 
ing of their stores to speed up lightening of their stocks. 

Store executives and managers facing the seasonal increases are studying 
the lighting of their establishments carefully to step up illumination and im- 
prove appearances. Even if only department changes are made fixtures will 
be needed. 

Contractors can cash in now on these three complete Ivanhoe lines of fix- 
tures that meet every Commercial Lighting requirement. 

IVANHOE SAFETY FIXTURES have achieved nation-wide popularity 
because they are so safe, economical, and easy to install. The Ivanhoe Swivel 
Joint insures that the fixture will always hang correctly. It also permits the 
unit to swing through an angle of 30 degrees, making it easier to relamp and 
clean glassware. All wiring is concealed; this reduces maintenance cost and 
improves the appearance of the job. 

IVANHOE SUPERSERVICE LINE is a line of 22 gauge fixtures, 
canopies and holders of brass, with brass loops and chains. As its name im- 
plies, this line is of superior quality, appearance, durability and efficiency and 
satisfies the most exacting installation requirements. 

IVANHOE MERCHANDISING LINE is a low price line that meets 
average needs—but is of better than average quality. 

These three complete lines are in both ceiling and suspension type, with 
various size holders to meet every requirement of Commercial Lighting when 
used with the many Ivanhoe enclosing globes in both the direct and indirect 
types, plain and decorated. Write for our comprehensive illustrated catalog 
on commercial lighting fixtures. 

Now is the time to reap the harvest of fall and winter lighting business. 
Ivanhoe Service is as efficient as Ivanhoe fixtures. There is an Ivanhoe distrib- 
utor conveniently near you ready to meet your needs with promptness and 
dispatch. If you don’t know the name of your Ivanhoe distributor, write or 


wire and we will send you his address. 


Ivanhoe Division of THE MILLER COMPANY, Meriden, Conn. 


IVANHOE 
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E. M. Jackson, formerly with the 
Edison Distributing Corp., is now 
with the Central States Electric Co., 
Kansas City, Mo. 


J. I. Lowry will cover the state of 
Oklahoma for the Graybar Electric 
Co., Inc., Kansas City, Mo. Mr. 
Lowry was formerly connected with 
this company in Texas. M. A. Mur- 


ray will sell in the Oklahoma City 


territory. 


A. L. Youne has been added to 
the sales force of the Stubbs Electric 
Co., Portland, Ore., to specialize on 
the Brunswick radio in eastern Ore- 
gon. Mr. Young formerly held a 
sales position with the Sunset Elec- 
tric Co., also of Portland. 


THE NortHLAND Electric Supply 
Co., Minneapolis, has employed 
James F. Connor to take care of 
lighting fixture sales. Mr. Connor 
has had 23 years of experience in 
this line. 


Cuartes H. Neuburger has been 
added to the sales staff of the Capitol 
Electrical Supply Co., Chicago. Prior 
to this connection, Mr. Neuburger 
was with the Englewood Electric 
Supply Co. Sol Coppelman is a new 
counterman with this concern. 


Paut A. SINCERBOX has_ been 
transferred from the Boston office 
of the General Electric Supply Corp., 
to Bangor, Me. 


W. O. Burpin has been retained 
as a special radio representative by 
the Westinghouse Electric Supply 
Co., San Antonio, Tex. 


Don Conover is back with the 
Myers Electric Supply Co., Los An- 
geles, after spending the last four 
years with the General Electric Sup- 
ply Corp. 


W. A. Grover, formerly with the 
Krich Light and Electrical Co., Inc., 
Newark, is now with the Amboy 
Lighting Co., Perth Amboy, N. J. 


Tue IntTerstaTE Electric Co., 
Shreveport, La., announces the addi- 
tion of F. M. Pannell to its sales 
organization. Mr. Pannell has had 
many years experience in this terri- 
tory. 


Lou Mou_er has joined the West- 
inghouse Electric Supply Co., at 
Oklahoma City, Okla. He will han- 
dle radio sales and will operate from 
Tulsa. T. B. Matthews, formerly of 
the company’s Dallas house, will 
cover western Oklahoma and _ the 
Panhandle of Texas. 


ALBERT PATRICK, previously with 
the General Electric Supply Corp., 
Indianapolis, is now selling for the 
Tafel Electric Co., Louisville, Ky. 


Wm. “Buppy” Moore is a new 
member of the sales staff at the 
Englewood Electric Supply Co., Chi- 
cago. Pat Graham is a new counter- 
man with this company. 


Harry SmitH has recently be 
employed by the Steiner Electric C 
Chicago, as salesman. 


Tue F. R. Klose Electric Co 
Kalamazoo, Mich., has employed R. 
E. Dresser as salesman. Mr. Dresse;: 
was formerly with the C. J. Litscher 
Electric Co. 


T. E. Stump is covering western 
Wisconsin for W. A. Roosevelt & 
Co., La Crosse, Wis. 


STERNS Electric Equipment Co., 
Buffalo, has recently added George 
Dorsheimer to its sales department. 


Gus BLACKWELL, formerly with 
the General Electric Supply Corp. in 
the southern Georgia territory, has 
been transferred to the Shreveport 
house of this company. 


Tue New York branch of the 
General Electric Supply Corp., has 
added to its radio sales force the fol- 
lowing specialists: Martin Klaus in 
Brooklyn; Joseph Kerr in Manhat- 
tan and George B. Auspitz for the 
Long Island territory. 


H. J. GorKe (Estate), Syracuse, 
has employed Mr. Gage as a sales- 





A novel idea was used to outfit the members of the “kittenball” team of the 
Westinghouse Electric Supply Co., Inc., St. Paul, which plays in what is known 


as the Commercial League. 


Some of the company’s suppliers contributed a 


“unit” each of which entitled the manufacturer to the name of his product on 


the back of a player’s sweater. 


Standing, from left to right, the players are: 


G. R. Gish, purchasing agent; H. Kremer, specialty man; C. Rasche, radio, and 


A. Kleidon, mail department. 
G. Johnston, city desk; H. 
Moore, order department. 
accounting department. 


Lahre, 


In the front row are: 
collector; J. 
The gentleman in 


E. Whalen, shipping; F. 
shipping, and E. 
Lindorfer of the 


Custer, 


front is G. 
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The Real Silk Hosiery Mills, Indianapolis, Ind., U.S. A. 





The Largest Manufacturers of Silk Hosiery in the World 
Save Money and Abolish Grief With 


In the Real Silk Hosiery Mills, : 
: 7 Money-Saving Factors 
where every minute counts, ne teat 
Hf oO remature owings 
where the hum of busy knitters nin atone te 


depends on the efficiency of No Oxidized Contacts 


electrical protection, you'll find RENEW ABLE No Charred Casings 


TRICO Renewable Fuses func- Copper-to-Copper Contacts 
tioning faithfully. Because of Reduced Watt Loss 


constant trouble with other Time Lag 

makes of fuses, a test with To secure. these 
TRICO gave proof of their money - saving factors 
superior performance and led the TRICO renewal 


to their adoption element is designed 

ge They’re ‘‘Powder-Packed’’ with the thought of 
y f . . d 
performance in mind, 
rather than inter- 


changeability of links; 


N E W ! Makes pressure contact and the practical buyer 
° xr between fuse and clips. prefers performance. 





Reduces resistance and 
Another 7 
preserves clips and fuses. And they 





Outstanding Clamp for “Locks Lik Made in sizes to fit all no more 
© cks Like . ; 
TRICO Product Fuse Clips o Vise” clips. than other n es Pita 


of renewable fuses Underwriters 

















REG. U. S. PAT. OFF, 
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The shorter of these two is Sam 
Reifler, owner of the Electra Light- 
ing Fixture and Supply Co. Pough- 
keepsie, N. Y., and the tall fellow with 
the worried look on his face is Nat. L. 
Reifler who says that he is “also con- 
nected with the firm.” 





V. B. Taytor of Mills and Lupton 
Supply Co., Chattanooga, Tenn., is 
now devoting his entire time to sales 


on radio. 
* * x 


Changes in Personnel 
C. W. Cottrns has been appointed 
service manager for the New York 
branch of the General Electric Sup- 
ply Corp., to replace H. Q. Foreman, 
who retired. 


THE Mine & Smelter Supply Co., 
Denver, Colo., announces the ap- 
pointment of E. A. Printz, formerly 
with the Revere Electric Co., Chi- 
cago, as sales manager of the radio 
department. Mr. Printz has had a 
wide range of experience in the 
safety switch field. Another appoint- 
ment with this company is that of 
C. H. Carter, who has been appointed 
manager of the merchandising de- 
partment after having served six 
years as city and country salesman. 


Epwarp G. Ayers, who formerly 
covered southwestern Virginia and 
West Va., but who has been acting 
as assistant to Mr. Hartley, presi- 
dent, M. A. Hartley & Co., Staunton, 
Va., will take over part of the terri- 
tory covered by C. M. Berie. This 
includes the Lynchburg-Danville ter- 
ritory. He will spend a third of his 
time on the road, giving attention to 
office work the balance of the time. 


L. A Jounson has taken over the 
position of merchandising manager 
at the Graybar Electric Co., Inc., 
Denver, Colo. He succeeds G. N. 
Hoffman who now represents the 
company in New Mexico. 


THE STEINER Electric Co., Chi- 
cago, has put Harry Laning in 
charge of its power and control 
department. 


FRANK B. Levy has been put in 
charge of sales at the Amboy Light- 
ing Co., Perth Amboy, N. J. Mr. 
Levy comes from the Silk City Elec- 
tric Co., Paterson, N. J. 


Joun STEELE, formerly sales man- 
ager of the American Electric Co., 
St. Joseph, Mo., is now sales man- 
ager of the St. Louis house of the 
Glasco Electric Co. 


P. C. DUNNING will have charge of 
sales and Ray Blaich will take care of 
service on the Kennedy radio at H. J. 
Gorke (Estate), Syracuse. 

* * * 


Jobbers Active in Asso- 
ciations 
R. A. SHACKLEForD of the General 
Electric Supply Corp., Chattanooga, 
Tenn., has been elected president of 
the Chattanooga Radio Trades Asso- 
ciation. 


H. J. Gorkxe (Estate), Syracuse, 
announces the re-election of K. S. 
Gorke as treasurer of the Lions Club. 


J. Harry BRASELTON, local man- 
ager for the General Electric Supply 
Corp., Shreveport, La., has been 


elected president of the Shrevepor: 
Electric League. 


THE GrAyBAR Electric Co., Inc.. 
Denver, Colo., announces the re-elec- 
tion of A. C. Cornell as treasurer 
of the Rocky Mountain Division 
N.E.L.A. This begins Mr. Cornell’s 
tenth year in this capacity. 

x ek 


New Lines Added by Jobbers 


CenTRAL States ELecrric Co., 
Kansas City, Mo.—This company 
has taken on the distribution of 
Audiola radio receivers for western 
Missouri and Kansas. 


KIEFER ELECTRICAL Suppty Co., 
Peoria, Ill—This house announces 
its recent appointment as distributors 
for Steel-Tubes, Inc., on the new 
thin wall steel conduit. 


H. J. GorKe (Estate), Syracuse 
—Kennedy radios have been added 
to the lines handled by this jobber. 


SAGER ELEcTRICAL SupPPLy Co., 
Worcester, Mass.—The Bud _ tone 
control is a new item now being sold 
by this company. 

*x* * * 
Jobbers’ Sales Activities 

STAR ELECTRICAL Suppity Co., 
Newark—This house has issued a 
new lighting fixture catalog and is 
preparing a fall sales bulletin in con- 
nection with its sales activities. 


G. L. Cuapman, Decatur, IIl.-~ 
A campaign on Thor washers and 
General Electric refrigerators has 
been developed. 





Enjoying themselves at Burk’s Glen, on the Wm. Penn Highway, are shown: 
Betty Rohsner; Natalie Scheloski; Grace Furch; Helen Lankford and Corrinne 
Scheloski, of Iron City Electric Co., Pittsburgh. 
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ILLUMINATING 
GLASSWARE 


LASALLE! MODERNAIRE!— 
worthy antecedents to a new and 
beautiful line of illuminating glass- 
ware for the home. Jobbers and con- 
tractor dealers know the splendid 
sales record made by the La Salle and 
the Modernaire. And now Inland’s 
new units for the bedroom, bath- 
room, living-room, kitchen and recep- 
tion hall offer a combination that 
spells increased business from resi- 
dential markets. 





Make it a point to see these splen- 
did units and also see the 
La Salle with Crystal bottom 
and the Modernaire with its MODERNAIRE 


e e With New 
bag oe eg new and beautiful decoration. Suennatien 










si) INLAND GLASS WORKS, INC. 
sel CHICAGO ILLINOIS 
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HOROLECTRIC 
TIME "4m: SWITCH 


Sd 





NO FOREIGN UNITS 
OF ANY KIND USED 





od 





DESIGNED, ENGINEERED, 
MANUFACTURED AND TESTED 
IN THE U.S.A. 





—?° 


UNCONDITIONALLY 
GUARANTEED 


Built so well that we can sensibly 
guarantee Horolectric Switches for 
two years unconditionally 





—_—____—_# 


HOROLECTRICAL 
CORPORATION 


NEW YORK CITY 





HOROTECTRIC 
TIME ™™zmeSWIICH 














SAGER ELEctricAL Suppty Co., 
Salem, Mass.—This house reports a 
successful sales campaign on Mazda 
super-auto lamps during August. 


CapiIToL ELEectricAL Suppiy Co., 
Chicago—A campaign on the Lin- 
coln line of electric clocks has already 
started. 


WESTINGHOUSE ELECTRIC SUPPLY 
Co., San Antonio, Tex.—An inten- 
sive campaign on the ABC washing 
machine is being put on by this job- 
ber with the aid of the Texas Public 
Service Co., in various localities. 
Special selling effort is being given 
to the sales of the New Westing- 
house radio throughout southwestern 
Texas. 


STERNS ELEcTRIC EQUIPMENT Co., 
Buffalo—‘Kondu” fittings received 
special sales promotional work re- 


cently. 
i 


Delinquent Accounts 

The accompanying tabulations show 
the number of delinquent accounts, 
the total amounts and the average 
amounts as reported to the National 
Electrical Credit Association by mem- 
ber manufacturers and wholesalers 
through its various divisions for 
August, 1930, as compared with the 
same month the previous year. Also 
these figures are shown for the eight 
months’ period of 1929 and 1930: 


Re Qua at Old Location 

The Re Qua Electrical Supply Co 
Rochester, N. Y., has not changed it: 
address to 541 Brooks Ave., but 1s 
still located at 95-97 St. Paul St. The 
notice of a change in address appeared 
in the September issue of The Job- 
ber’s Salesman erroneously. 


* * * 


Kurzon Finds Fixture Sales 
Are Fine 


Joseph Kurzon, New York, reports 
that among recent lighting fixture in- 
stallations supplied by this firm are: 
State Theatre, Nanticoke, Pa., re- 
modelled from old type stamp fixtures 
to new modernistic; new addition to 
Abercrombie & Fitch, New York; 
Gussow, Queen’s Village, Long Is- 
land, N. Y.; residence of Dr. J. H. 
Adams, Miami Beach, Fla.; modern- 
istic fixtures for “Iceland,” Schaef- 
fer’s, New York, and for Playhouse 
Theatre, Hudson, New York; com- 
mercial units for Towaco School, 
Towaco, N. J., Flower Hospital, 
Roosevelt Hospital, St. Vincent’s 
College and Hotel Cumberland. 


ae a 


Gertler Will Distribute 
“Absopure Frigerators” 
Gertler Electric Supply Co., Inc., 
New York, plans to put on a dealer 
campaign for the metropolitan area 
on refrigeration featuring “Absopure 
Frigerators” this month. 


COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
AUGUST 31, 1930 


NUMBER OF ACCOUNTS REPORTED 


August 
Division 1929 
New York K 
Middle & Southern Atlantic 
States 1 
New England 


Central 


1930 
251 


143 
102 
659 


1155 


% %o 
Increase Increase 
or 8 Months or 
Decrease 1929 1930 Decrease 
—20. % 2095 2422 +15.6% 


1305 1333 + 2.1% 
1133 990 —12.6% 
5036 6031 +19.8% 


9569 10776 +12.6% 





TOTAL AMOUNTS REPORTED 


August 
1929 1930 
$ 62,309 $ 28,292 


22,886 28,514 
19,494 7,141 
69,747 63,059 


Division 
New York 
Middle & Southern 
Atlantic States.... 
New England 
Central 


%o % 
Increase Increase 
or 8 months or 
Decrease 1929 1930 Decrease 
—54.6% $ 408,303 $ 403,889 — 1. % 


+24.0% 187.792 214,283 
—63.3% 160,119 138,684 
— 9.6% 614,624 797,195 





TOTAL .......$174,436 $127,006 


—27.2% $1,370,838 $1,554,051 


AVERAGE AMOUNTS 


New York 

Middle & Southern Atlantic States 
New England 

Central 


8 Months 
1929 1930 
$112 $1588 $1324 

199 1150 1312 

70 1151 1102 

96 968 1033 


August 
1929 1930 
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CAT. NO 


STARTING 


SWITCHES 
, .for motors 


NEWLY AND ESPECIALLY DESIGNED 


for Normal and High Torque Low Starting Current 


§ MOTOR RATING 2 H.P.220V.A.C 








Line-Start Motors. . . Can be used to start all motors 
up to rated capacity. Metal parts and insulation built “over- 


size’’ to withstand initial overloads. The mechanism combines 


yy” high initial -surge capacity with a high degree of mechanical capacity 
°° for hard usage. . . Special lever construction, easy to work, with pos- 


itive “kick-off” release. Small in size, the switch can be mounted on any 

machine where handiest to operator. Enclosed in cadmium- plated box with 

conduit knockout holes; handle protected by metal guard with provision for 
locking. The LOWEST COSTING installation of any switch for motor starting. . . 
Approved by Underwriters for Horsepower Rating; catalog number on each housing. 


Available in Double or Triple Pole; #4 to 2 Horsepower, 220 to 
600 Volts. Meeting your customers’ needs most economically. 


HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. 
HARTFORD. CONN. MAKERS OF ELECTRIC SWITCHES SINCE [890 
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Some Sound Advice 
To the Editor: 

It may be of some interest to the 
multitude of jobber’s salesmen to 
know why many of their orders are 
only partially filled and in some 
instances items back ordered. 

Very often salesmen are inclined 
to take orders from their respective 
customers without asking questions. 
This is especially the case in such 
items as motor control apparatus, 
cast iron floor boxes, panel boards, 
special steel cabinets and the various 
types of varnished cambric. 

The writer has found it necessary 
it hundreds of instances to place 
long distance calls to out-of-town 
dealers to get the necessary informa- 
tion. In every case the salesman 
should ask the customer these simple 
questions eliminating the necessity of 
the house doing it for him and in so 
doing effect a prompt delivery. 

It is vitally important in the case 
of motor control to state the correct 
catalogue number, horsepower, rat- 
ing, voltage and frequency and to 
make sure the order is intelligent it 
is a good idea to list the starter, 
overload relay and push button sta- 
tions separately. The latter is prac- 
tical because the customer may later 
return the starting switch for credit 
forgetting to include the relays or 
the push button and possibly get 
credit for the complete assembly. 

Special steel cabinets should have 
every conceivable description such 
as type, flush or surface, hinged or 
screw cover, width of flange if flush 


Letters 
to the 
Editor 


type, knockouts if any and type of 
door catch or lock desired. 

Varnished cambric tapes should be 
specified as to width, thickness, color 
and whether they should be sewed or 
seamless. 

There are of course many items in 
the electrical industry requiring the 
same careful consideration, the items 
mentioned are the first that come to 
my mind and therefore the only 
items described. 

Many “cracker-jack” jobber’s 
salesmen actually make themselves 
bush leaguers when by writing their 
orders intelligently they would be 
big leaguers. I mention this fact par- 
ticularly because after a time many 


salesmen disregard the problems of 
the inside help. 

A further suggestion to bring to 
full realization the importance of 


these simple details is this. After 
writing an order read it over care- 
fully and decide for yourself if you 
could go through the stock and 
assemble the order. 

It is also especially important for 
salesmen representing independent 
houses to always specify the manu- 
facturer’s name as well as the cata- 
logue number, your house may have 
two kinds of cleat receptacles, etc. 

It is hoped that the above be 
accepted as practical information and 
not as direct criticism. Cooperation 
is the most essential business prac- 
tice. Very truly yours, 

LEONARD NORDSKOG, 
Purchasing Agent, Myers Electric Supply 
Co., Los Angeles, Calif. 


* -* * 


Professor Palmer’s Articles 
Appreciated 
To the Editor: 

I read with a great deal of inter- 
est the articles by James L. Palmer 
entitled “Why Jobbers Fail,” and I 
want to compliment you on the truth 
and sincerity of these articles. 

Certainly Prof. Palmer hit the nail 
on the head and talks straight facts 


that every one engaged in wholesa! 
ing can well take to heart. 

I would like to see Prof. Palme 
make the same kind of survey anc 
publish his findings in your excellent 
magazine on the radio distributing 
business, I believe it would go a long 
way in helping the radio business. 

Harry ALTER, 


President, Harry Alter Co., Chicago 
President, Radio Wholesalers Association 


o'-. 
Why? Why? Why? 
To the Editor: 

Why do manufacturers, a few 
jobbers, et cetera, immediately drop 
prices, when demand slacks up or 
drops entirely, with the idea of get- 
ting orders when no orders are in 
sight and reductions do not even 
stimulate trade, and in a great many 
cases mean that one must sell twice 
as much at new prices to equal net 
from old prices? 

Why? Why? Why? 

RuTKIN ELectric SupPLy Co., 

Long Branch, N. J. 


* * Xx 


Listenwalter & Gough Sells 
Radio Department 

Kaemper-Barrett Corp., San Fran- 
cisco, has bought the radio and spe- 
cialty business in northern California 
of Listenwalter & Gough, Inc., San 
Francisco. The heads of Kaemper- 
Barrett Corp. are W. H. Kaemper, 
formerly manager of Listenwalter & 
Gough’s San Francisco office, and 
J. T. Barrett, formerly sales man- 
ager. Listenwalter & Gough will 
continue business at 871 Folsom St., 
specializing in wiring devices and 
construction material, with L. Phillips 
manager. The firm’s headquarters 
will continue at 819 East First St., 
Los Angeles. 

* *« * 
Philadelphia Holds Electric 
and Radio Show 

The Electrical Association of 
Philadelphia and the Radio Distrib- 
utors Board of Trade held an elec- 
tric and radio show in the Commer- 
cial Museum, 34th and Spruce 
Sts., Philadelphia, September 29 to 
October 4, inclusive. 


* * * 


Nichols Electric Installs 
Bookkeeping Machine 
A new National cash register book- 
keeping machine has been installed 
by the Nichols Electric Co., Dayton, 
Ohio. 
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. 9 Lighting 
Equipment 


rerlt Equip 
MINIATURE GOLF COURSES 


THE great popularity of MINIATURE GOLF 
COURSES opens up a new, profitable, 
and most interesting field for increased 
sales of lighting equipment. 








G 
y 
<% 


It should pay you well to investigate this 
profit-opportunity and particularly so if 
Sterling Equipment is recommended 
for each and every job. 





No. 406 No. 305 No. 256 
Distributing type Re- Concentrating type Re- Distributing type Re- 
flector designed for 300 flector, for 150 and 200 flector for 150 or 200 
or 500 Watt Lamps. Watt Type “C’’ Lamps. Watt Lamps. Holder 
Holder furnished. Holder furnished, furnished, 





No. 4010 - 
Flood-O-Lite Sr. No. 3022 No. 3000 No. 6240 
A master of interior Flood-O-Lite Jr. Exterior Flood-O-Lite Exterior Flood-O-Lite 
flood-lights. Designed Highly efficient interior for use with 250 and for use with 300 to 1000 
for use with 300 and floodlight for use with 400 Watt Type “C” Watt Type “C” PS 
500 Watt Mazda ‘“C” 200 Watt Mazda “C’”’ G-30 Lamps. Beam Lamps. Beam spread 


Lamps. spread 6 to 80 degrees. 6 to 90 degrees. 











WRITE TODAY for copies of 
Typical Plans and Specifications 


FREE 








ay Reflector & Illuminating Co. 


a, sla Manufacturers and Engineers 


Gao 1411 Jackson Blvd. Chicago, U. S. A. 
a REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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No. UT Cap—ss in. x % in. Cord Hole. 
No. UV Cap—38 in. Cord Hole. 
No. UX Cap—'4 in. x #% in. Cord Hole. 
No. UY Cap—y¥s in. Cord Hole. 


Contacts that count 


HOSE with your customers. You have to 
make them to get business and the better the 
contacts the more business you get. Attachment 
plug contacts are important too. Note the 
brushes in the New Bryant No. 771 Brown Bake- 

lite Plug. They are exceptionally long 
they have lugs to engage the holes in the blades 
of the cap, holding it firmly against the body 
the depressions in the body make it easy 


to insert the cap ; the caps are provided 
with extra long-No. 8 Binding Screws, staked and 
with large heads design is such that the 
wires may be passed around the blades providing 
a strain relief . bosses, molded in the Bake- 
lite, prevent the terminals from swinging out of 
alignment. Call these features to the attention 
of your customers. You'll find that this kind of 
a contact will count too, for it will get you 
attachment plug business. 


No. 771 complete is listed on Page 45, Catalog No. 30; No. 706 Body on Page 48; Nos. UT, UV, UX and UY Caps on Page 47. 
JS-10 


THE BRYANT ELECTRIC COMPANY 


BRIDGEPORT 
BOSTON -CHICAGO -NEW YORK 


50 High Street 844 West Adams Street 60 East 42nd Street 


Uy 


i) Devi FS 


CONNECTICUT,U.S.A., 
PHILADELPHIA: SAN FRANCISCO 


1333 Chestnut Street 149 New Montgomery Street 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 
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MERCHANDISE SECTION 


Moror- RIVEN 
APPLIAN CES 


How and Where to Sell Them 


QTOR driven appli- 
ances have always 
interest to 
electrical In this 
held, there was a_ tendency, 
several years ago, for manu- 


been of 
wholesalers. 


facturers to swing to other 
channels of distribution. 
vot their fingers burned, others 
found it difficult to straddle 
the fence, and in general, a 
merchandising condition was 
produced which was far from 
healthy. Even today, both 
manufacturers and wholesal- 
disturbed over the 
situation, As a result, how- 
‘ver, there is a marked activity 


Some 


ers are available. 


being shown by those con- 
cerned to revert this business 
back to its logical course. As 
one manufacturer points out 
on page 16 of this issue, it 
is essential that independent 


wholesalers and independent 


in 1929. 


manufacturers get closer to- 
gether on merchandising meth- 
that both 


avallable business. 


ods in order may get their share of the 

The vacuum cleaner seems to be on the most solid 
ground at the present time as is evidenced by the fact 
that over the course of approximately 10 years, the 
sales through jobbers have maintained practically a 
straight line curve regardless of business conditions. 
In 1929, the volume was $6,531,000, comparing favor- 
ably with the figures for previous years. This business 
is very definitely coming back to the electrical whole- 


saler, 
Washers clicked in with a total sale of $18,145,000 
in 1929, a gain of $5,000,000 over 1928 and a consistent 
increase over the figure of $8,334,000, the 
low volume reported in 1924. 
Electric ironing machines, if the possi- 
bilities are equivalent to 1929, offer a 
$4,365,000, the amount re- 
ported last year, while fans, one of the 
most consistent products of the electrical 
industry, will undoubtedly 


market of 


wholesaling 


THE MARKET 


HE market on vacuum 

cleaners, washers, ironing 
machines, refrigerators and 
fans was approximately $50,- 
000,000 last year. Exercisers, 
ventilating fans, electric heat- 
ers, sewing machines and so 
forth, probably equal that sum 
in volume done last year, al- 
though definite figures are not 


maintain its volume of ap- 
proximately $15,000,000. 

Refrigerator manufacturers 
are gradually opening up a 
market for electrical and radio 
wholesalers, and offer con- 
servatively, a volume of 
$6,000,000 to those jobbers who 
are attracted toward this field. 

Such other motor driven ap- 
pliances as: I¢xercisers ; venti- 
lating fans; electric heaters; 
sewing machines; floor ma- 
chines, and so forth, also offer 
an excellent market for a final 
quarter drive. 


This class of product shows 
an almost straight line curve 
each year, so the business avail- 
able is practically the same as 


| HERE are several im- 
portant facts on this par- 
ticular appliance market which 
should create enthusiasm 
among salesmen and dealers 
alike. [First of all, they are 
out of the pioneering stage, 
the missionary work is long 
since over with, and public 
acceptance is a foregone con- 
clusion. Secondly, these appliances are no longer con- 
sidered as being in the luxury class, but have a most 
definite place among the necessities of life. And, finally, 
it is a surprising but nevertheless true fact that 60% of 
this field was still untouched 10 years ago and the same 
ratio still holds good. The reason, however, is perfectly 
clear, and that is, the sale of appliances has not kept 
step with the number of wired homes constructed each 
vear. A great deal is heard about the appliance market 
being checked because of inadequate wiring and that is, 
of course, obvious, but even if those homes now wired 
were properly “applianced” the volume in this class of 
commodities would show a most remarkable increase. 
In addition to the normal retail outlets 
always sold by electrical wholesalers, there 
is a new type of dealer most definitely pre- 
pared to handle this class of merchandise, 
and that is the radio dealer. The Radio 
Wholesalers Association has found that 
this demand among their dealers for sup- 
plementary lines most certainly exists. 
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AAons 20 electric washing ma- 
chine, marketed by the One 
Minute Manufacturing Co., Newton, 
Ia., has a full oversized porcelain 
tub; a convenient outside automo- 
bile type clutch control; an im- 
proved self-draining trough-type 
wringer with 2% in. balloon rolls, 
and a submerged agitator with 
Lynite finish. The silent, sealed 
gear assembly runs in bath of oil. 
The washer has a powerful West- 
inghouse motor, and is attractively 


finished. 














VENTILATOR that is revers- 

ible, operated by means ofa fan 
propelled electric motor and known 
as ‘“Aeropel,” is a new product of the 
American Blower Corp., Detroit. 
This ventilator is adjustable to any 
size window. It is made in two 
models. Of these model 25 operates 
at 600 R.P.M. on 40 watts, and 
model 26 at 1140 R.P.M. on 51 
watts. This firm also manufactures 
the “Sirocco” line of ventilating, 
heating, air conditioning, drying and 
mechanical draft equipment of all 
kinds. 








ORCED fan circulation is the 
+ new heating principle on which 
Emerson-Brantingham Corp., Rock- 
ford, Ill., builds its “E-B” hot-fan 
heaters. The warm air circulates 
and it is claimed for this device that 
it thus heats the room uniformly. 
lhe motor is A. C. slow speed and 
does not interfere with radio recep- 
tion. 
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66 ASTER” Healthizers are 

made in a variety of designs 
by the Master Electric Co., Dayton, 
O. Model 20 is furnished in antique 
ivory with polished metal _ trim- 
mings. It requires no anchoring 
and is equipped with a powerful, 
non-stallable motor and two in. and 
four in. applicators and hand grips. 
It is capable of a wide range of 





66 IND-O-VENT” fans are 

made in a variety of sizes 
and styles by Diehl Mfg. Co., elec- 
trical division of the Singer Mfg. 
Co., Elizabethport, N. J. The illus- 
tration shows the metal panel 
“Wind-O-Vent” with metal panel 
finished in pearl gray baked enamel, 
equipped with standard 10 in. pro- 
peller. The De Luxe model has a 
panel of plate glass’) There are also 
wall cabinet and transom panel 
models for use in homes and in 
offices of moderate size. The opera- 
tion of the fan is quiet. 








66 HIFE-CROSS” Vibrator, 

made by Naticnal Stamping 
& Electric Works, Chicago, has: 
Universal motor; three speeds; 
noiseless operation; standard length 





strokes. The height is adjustable 
and the foot plate folds up when 


not in use. 





cord; leatherette carrying case, and 
nickel and black finish. An assort- 
ment of applicators is included. 













66 OYAL Purifier” is a house- 

hold utility lately brought 
out by the P. A. Grier Co., Cleve- 
land. It is a portable vacuum 
cleaner which is said to employ an 
entirely new method of home sani- 
tation, consisting of drawing in the 
air into the cleaner and at the same 
time purifying it by means of pass- 
ing it through a chamber containing 
chemicals in crystal form that are 
germicidal. The vapor is taken into 
the fan chamber of the cleaner and 
there mixed with the dust gathered 
from the floor. The chemicals are 
powerful as a germicide but also 
pleasant-smelling. 
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Motor-Driven APPLIANCES 


ITH the new hand vacuum 

cleaner developed by Hamil- 
ton-Beach Mfg. Co., Racine, Wis., 
it is possible to remove dust from 
all crevices of overstuffed chairs 
and davenports, thus removing any 
moth eggs, worms or moth flies. 
Regular cleaning such as this is 
stated to be the most effective pro- 
tection against these destructive 
insects. This hand vacuum cleaner 
is made in 12 in. suction on “U” 
tube water lift test, and has 131 sq. 
in. of material in bag. 











EIGHING only three and 

one-quarter pounds “Presto, 
Jr.”, produced by Metal Specialties 
Mfg. Co., Chicago, is a high pow- 
ered vacuum cleaner, with motor 
driven brush that will pick up dog 
and cat hairs, it is claimed. Length 
of this miniature cleaner is 12 in. 
over all. It hooks into any standard 
light socket, either A. C. or D. C. 
current, has universal type motor, 
25 to 60 cycle, and is controlled by 
a toggle switch on the handle. The 
models include 110, 220 and 32 volt, 
each provided with 15 ft. of cord 
and attachment plug. 


ALIFORNIA Fruit Growers 

Exchange, Chicago, offers a 
new line in the “Sunkist” junior 
fruit extractor, which operates on 
special universal motor, 110 volts, 
and the housing is enameled gray. 
The extractor has removable white 
alabaster glass bowl; detachable 
reaming bulb; connects to any lamp 
or wall socket by means of 10 ft. of 
gray, heavy electric cord; has rub- 
ber feet to prevent scratching, and 
occupies less than eight sq. in. 
space. The weight is seven and 
one-half pounds. 





LEMENTS Mfg. Co., Chicago, 

has just put into production 
its new electric vacuum cleaner, 
which has sanitizer and moth re- 
peller and can also be used as 
deodorizer and for auto cleaning, 
as well as a household vacuum 
cleaner. It has motor-driven brush, 
kick switch, adjustable handle, over- 
size wheels and super-suction. The 
Clements motor brush cleaner and 
sanitizer is augmented by a set of 
accessories which includes sanitiz- 
ing compound, dispenser and flat 
iron carrier handle. 








M XING drinks, making mayon- 
naise, whipping cream, beat- 
ing eggs, light batter and many 
other kitchen operations can be 
done not only quicker than by hand 
but better by use of “Eskimo 
Kitchen Mechanic,” made by United 
Electrical Mfg. Co., Adrian, Mich. 
This device is furnished complete 
with adjustable stand, glass mixing 
bowl, and seven ft. of cord with 
toggle switch and two-piece plug. 
“Eskimo Kitchen Mechanic” is fin- 
ished in gray and white enamel with 
nickel trimmings. 


66 NIVERSAL” vacuum cleaner, 

model 58, is offered by Lan- 
ders, Frary & Clark, New Britain, 
Conn., as an appliance producing a 
triple vibrating, whisking and suck- 
ing cleaning action, which is said to 
remove dirt from a rug’s backing to 
nap surface speedily. It is complete 
with attachments which may also 
be had separately. 
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Spiral Bristle Brush. 


Gentle beating, sweeping. 


Removes all surface dirt. 





Super Suction. 


Removes deeply imbedded grit 
an irt. 


Carrier Handle 


with 10-piece accessories. 


OCTOBER, 1930 


CHRISTMAS MERCHANDISE 











ECAUSE we have designed the CLEMENTS Complete Home 

Cleaning and Sanitizing Unit to sell exclusively through jobber- 
dealers channels we have placed a price on it which not only has 
consumer appeal, but which yields a good profit per single sale. 


Here is an electric cleaner at a low price which gives the desired 
MOTOR-DRIVEN BRUSH ACTION—-sanitizes—repels moths— 
eliminates smoking and cooking odors—provides for easier “off the 
floor” cleaning—and renovates auto upholstery! You can meet any 
competition ON PRICE and defeat it on features! You can 
capitalize on any house-to-house activity. You can advertise it as a 
LEADER to bring people into your store. 


Motor Driven 10-piece Accessories 
$ 50 —_, —— which sanitize, deod- 00 
snutlional orize, repel moths and 
Retail Only autoclean . . . . Retail 


The Clements Motor Driven Brush Cleaner and the selling plan 
back of it were created to meet highly competitive conditions. 
Dealers can actually take advantage of any house-to-house competi- 
tion because they can offer everything at about half the cost! 
They can match any other merchant in town on PRICE and pull 
away from him on EXTRA features. The Clements will prove a 
leader with something more than talking points, because of the 
super value it offers. 


Let us send you the complete story of the Clements Cleaner, the 
Home Sanitizing Accessories and the selling plan we offer which 
will enable you to get the business. 


CLEMENTS MFG. CO. 


625 FULTON STREET 
CHICAGO 


CLEMENTS « CLEANER - BACKED - BY -19- YEARS : MANUFACTURING - EXPERIENCE 


COMPLETE HOME 
SANITIZING UNIT 
SELLING EXCLUSIVELY 
THROUGH DEALERS 


, SECTION 
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In the interest of your Christmas ap- 
pliance volume you want to be able to 
show the newest, sure-fire sellers! What 
appliance has wider untouched market 
and still a more universal need than 
the new Star-Rite Magic Maid Multi- 
Purpose Kitchen Helper? None! And 
you should Know. 


Two complete electrical kitchen ap- 
pliances —a_ stout-hearted multi-speed 
mixer with two beaters and a 4-quart 
revolving bowl—and a complete orange 
juice extractor—all for $19.50! Actu- 
ally lower than the cost of most straight 
mixers without attachments. 


Thousands of women have already 
been sold on the idea of a mixer. 
Thousands more are ready to buy a 


juice extractor. You can satisfy both 


demands with one appliance. 


Nationally Advertised 


And we are telling women about it— 
in national magazine advertising, using 
Good Housekeeping and Ladies’ Home 
Journal. You can do the rest of the 
job by showing Magic Maid to dealers. 


Star-Rite Quality 


The same standards of quality that 
have made the name Star-Rite famous 
for finely built appliances are built into 
the Magic Maid. It is a strong, heavy 
duty machine, built to last. 


Get in your order now. 


* STAR-Rite x 


“MAGIC MAID” 


THE MULTI-PURPOSE KITCHEN HELPER 


Have you 
got THIS? 


—@-— 
AN ELECTRIC 
BEATER AND 
FRUIT JUICE 
EXTRACTOR 
a 


ALL IN ONE 
30 


RETAII 











The Star-Rite Magic Maid’s 
multi-speed motor makes pos- 
sible the mixing, beating or 
whipping of batters, fillings, 
icings, eggs, mayonnaise. The 
Magic Maid also mashes pota- 
toes, meats, vegetables. Does a 
hundred and one other things 
in the kitchen, saving muscle- 
tiring work and a great deal of 
time every day. The Magic Maid 
is a real heavy duty, many job 
mixer. 














In 30 seconds the Magic Maid 
is changed from mixer to juice 
extractor. Squeezes oranges, 
lemons, and grapefruit with 
great speed and thoroughness. 


THE FITZGERALD MANUFACTURING COMPANY, Torrington, Connecticut 
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“ * * * * CHRISTMAS MERCHANDISE a SECTION 


What Do You Independent 
Wholesalers Demand 
of an Appliance .... 





Check ... One #50.00 sale (retail value) per year 


for each 16 residence lighting customers in your 
territory. Divide the number of residence meters 
by 16 and multiply by *50.00. That’s the gross 
business at retail which has been done in your 
territory on our class of product each year for the 


past four years. It’s up to you to get your share. 


Check ... Equal to or better than that of any 


competitive line. 


Check ... A simple, effective merchandising pro- 


gram which not only makes it easy for your own 


ymen to sell, but one which goes the whole distance 


and moves the merchandise for the retailer. 


DOUBLE CHECK ... A four-square, abso- 
lutely rigid wholesale policy —exclusive, if you 
want it that way—which not only absolutely 
protects you on price but which eliminates every 
cause of possible friction and permits us to work 
together whole-heartedly and efficiently to get 


the maximum mutual profit out of the territory. 































ror YEARS MANUFACTURERS OF THE ROYAL LINE OF 
QUALITY HOUSEHOLD ELECTRICAL APPLIANCES 





53402560 East 105th Street. Cleveland. Ohio 


In Canada: Continental Electric Company, Ltd., 30-34 Dunean Street, Toronto, Ont. 


OCTOBER, 1930 
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BIDDY 


The Combination Fruit Juice 
Extractor and Drink Mixer that 
sells at the price usually asked 
for devices doing but one of 
these jobs. The handiest thing 
in the kitchen. A greater time 
saver, selling big everywhere. 
A gift of universal appeal. 

DE LUXE MODEL, Silver-Alumi- 
num finish, toggle switch, im- 
proved glass holder, drip pan 
—list $18.95. 

STANDARD MODEL, Bronze- 
Green finish—/ist $14.95. 


3 New Volume-Makers for 
Holiday Trade 


One look tells you these new R & M items 


are real volume builders— different gift 


merchandise every dealer wants. All are 


useful and attractive, precision-built to 


R & M’s famous standards, lower priced 


than most quality goods, and utterly with- 


out com petition—the very newest ideas in 


electrical gifts. Push them — you make a 


generous profit on each! 


ROBBINS & MYERS, INC. 


Springfield, O. 


NEW ART FAN 


The good-looking fan that 
need never be hidden in win- 
ter. Decorative. Efficient. Use- 
ful the year ’round. Appre- 
ciated by everyone. Lustrous 
bronze finish. List $14.00 


Brantford, Ont. 


PORTABLE WALL FAN 


A handy little eight inch 
fan specially designed for 
kitchens. Fits in Biddy 
bracket; sold separately or 
in combination. A gift for 
every woman. List $7.50. 


obbins & Myers 


Fans and Motors 


FANS, MOTORS, GENERATORS, HAND AND ELECTRIC HOISTS AND CRANES 
52 THE JOBBER’S SALESMAN 





nN 
*  * * * * CHRISTMAS MERCHANDISE COBEN, section 


Distributors Wanted for 
A LINE that’s 


d and Proven 
Three Years 


DETROIT 


Industrial Ventilating(Fans 


FTER three years efficient and re- 
liable service in the Detroit area, 
DETROIT INDUSTRIAL VENTI- 
LATING FANS are now ready for 
National distribution. Distributors all 
over the country are wanted. 


THE LINE is different, but mechanically 
correct in every respect. The 
fans are powerful—for heavy duty service. Built 
in sizes from 12 to 36 inches. 





THE SALES POLICLE Gare sound and 


provide full 





protection to distributors. 


THE OPPORTUNITY te make a good 


profit is here. 
es usomplete line will be backed by sales help and 





GENTLEMEN: 


Kindly send me complete de- 
tails about Detroit Industrial 
Ventilating Fans. Also full de- 
tails of distributor proposition. 


Investigate 








DETROIT ELECTRIC FAN CO. 
539 EAST WOODBRIDGE ST. DETROIT 


OCTOBER, 1930 
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Eskimo Fruit Juice A Line of Fast-Selling 
Extractor CHRISTMAS TOYS 


Resale Price #1500 


Eskimo Toy 


Popular Priced Appliances |}} Yzeu 


Cleaner 


iw the electric appliance store, 80% A real motor-driven toy 


vacuum cleaner that op- 


of the volume of over the counter erates. on 110 volts 
« li . ° A. C. or D. C.— and 
appliances is usually done in less than a dozen popular- priced far under what 


demand numbers. Eskimo brings you and your deal- Seud parents qupest to 


pay for such a unique 


ers the profit leaders in this group of volume-sellers— Wom: toy. Mes 20 fost of 


cord and Eskimo motor. 


not the ones swamped by competition and demoralized  -ipdlnamaiieaiiaaaiae 
prices—but only those enjoying young, rapidly-expand- ig 

ing markets, counting their prospective users in mil- bz 
lions. And you can bring these Christmas profit makers The “Spirit of 
to your dealers at. prices that nobody with any quality St. Louis 
behind them can meet. 


Resale j 
ite : ’ : Price - A big sensation since 
Write or Wire for Samples and Discounts } ‘ 7 i= ee” 
: ear. w 
model has larger (12 
inch) planes and 
many mechanical im- 
F pe provements. Planes 
Eskimo _ Mies Ty start like real ones 
—rising gradually as 


Kitchen Mechanic ~— et) Eskimo He = speed increases. Ten 
Resale Price $7.00 Sy) O.. Twin Mixer Ke ; — oe 


West of Rockies, $8.00 oe | Resale Price $11.75 . 
@ West of Rockies, $12.75 


Hair Dryer 


Resale Price $6.00 
West of Rockies, $7.00 





Attachments, $1.00 extra 
With this strong, neat little Eskimo Motor a boy 
or girl can sharpen, grind, polish or run other 
toys. Pulley and switch included. Operates on 
110 volts A. C. or D. C.3; 7 feet of cord and 
socket plug furnished. 
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Forced Warm Air 
Circulation 


peng? song warm air circulation by 
means of an electrical fan and an elec- 
trical heating unit. Simply plug in the 
electric line and Hot-Fan starts an im- 
mediate circulation of warm air. The cold 
air near the floors instantly warms and 
at the same time dispels the “dead” air 
areas and in few minutes brings the room 
to an even comfortable temperature and 
healthful atmosphere. 


CHRISTMAS MERCHANDISE | 


Something NEW that’s 
HOT and PROFITABLE! 


Mier HOT-FAN! The new electrical heating unit that creates FORCED WARM AIR 
CIRCULATION. Here’s a tried and proven principle of heating, now for the first time 
applied to an electrical heating device—the principle of forced circulation resulting in 70% 
greater heating efficiency. Uniform, velvety, quicker heat—at an actually smaller operation 
cost—with the fire hazard eliminated. 


What a combination! A brand new sales appeal that builds volume for you—builds it fast! 


You can push Hot-Fan without reservation. Efficient—economical - built for years of satisfac- 
tory service— beautifully designed— absolutely quiet! Fully guaranteed. 


It Takes Cold Air... Warms It... Then Circulates It 
Through the Room Like a Gentle TROPICAL 
BREEZE. Priced Right to Sell Quickly 


The big selling season for Hot-Fan is on. 
Foresighted dealers are stocking this ex- 
cellent product NOW —to get their share 
of the volume and profits it produces... 


You can explain Hot-Fan’s advantages 
to your customer in five minutes. He'll 
quickly decide he wants it in preference 
to all others. More sales in less time! 

Ask your jobber for further information 
—including prices or write us direct 


QUICKLY. 


PORTABLE ELECTRIC HEATING UNITS 


Manufactured and Guaranteed by 


EMERSON-BRANTINGHAM CORPORATION [isce isi 


OCTOBER, 1930 5 








MERCHANDISE SECTION 


RaApIO Sets 
and | UBES 


How and Where to Sell Them 


that radio represents one 

of the most fertile fields 
in the entire merchandising 
set-up during the last quarter 
of the year. The radio asso- 
clations fully alive to the fact 
that their peak “load” is be- 
fore them, arrange elaborate 
programs to attract a goodly 
portion of the consumer’s 
dollar. 

This industry, although 
young in years, and guilty of 
some mistakes, does, however, 
follow a logical sequence in its 
merchandising plans. The 
opening gun is fired at the 
June radio show where not 
only the wholesalers, but also 
the dealers, are presented with 
the models and plans for the 
coming season. 

This activity is followed by 
the wholesalers determining 
upon their choice of lines, and 
arranging for their dealer dis- 
tribution. Then, in September, comes National Radio 
Week during which the public is given the opportunity 
to familiarize itself with the various types of sets on 
the market. Just about the same time the local associa- 
tions are running their own shows as a tie-in with the 
national campaign with the result that the public not 
only is attracted toward radio, but also has an excellent 
knowledge of merchandise available and its price range. 

The broadcasting of sporting events, particularly 
football, creates a natural demand and the winter pro- 
grams as arranged by the broadcasters are such as to 
make radio an indispensable necessity of every home. 

Manufacturers during this period spend enormous 

sums of money for effective advertising 
on a national basis. 

The question of how and where to sell 
radio does not therefore present the prob- 
lem as it does in other lines. The concerted 
action of all forces in the industry, the 
tremendous appeal of the product, and the 
natural publicity which it enjoys makes 


r ‘SHERE is no doubt but 


000,000. 


same. 


THE MARKET 


LOSE estimates 
market last year indicated 
that wholesalers of radio sets 
and tubes did $483,000,000 


worth of radio business. 


The electrical wholesaler to- 
taled $100,694,000 during the 
1929-30 season and the mem- 
bers of the Radio Wholesalers 
Association aggregated $247,- 
The market for 
1929-30 is approximately the 





the actual creating of a mar- 
ket a simple matter. The prob- 
lem of the jobber’s salesman 
in this field is to see that his 
dealers are properly lined up, 
that he has the most desirable 
ones in his territory and that 
having been accomplished, his 
duty then is for him to become 
in effect, a partner of his deal- 
ers with a distinct responsi- 
bility in seeing to it that their 
share of the available pros- 
pects is secured for the par- 
ticular lines which he repre- 
sents. 


of the 





i. 


“HE wholesalers them- 

selves do, however, have 
to give some thought to their 
merchandising methods. As 
Harry Alter, president of the 
Radio Wholesalers Associa- 
tion, recently pointed out, it is 
time the distributors of radio 
were put on a_ business-like 
basis which means: The elimi- 
nation of cooperative dealer advertising ; the discontinu- 
ance of extra volume discounts to so-called “key” ac- 
counts; the introduction of sensible credit limits, and 
the insistence on collections of past due accounts. 

Last year electrical wholesalers did a volume of 
$76,171,000 in radio sets and accessories, exclusive of 
tubes. The tube business totaled $24,523,000, giving a 
total market of $100,694,000 and there is little doubt 
but that the approaching season offers the opportunity to 
equal if not exceed those figures. In addition, the mem- 
bers of the Radio Wholesalers Association did approxi- 
mately $247,000,000 worth of radio business. Grouping 
the two (electrical wholesalers in general and members 
of the R.W.A.), a total volume of ap- 
proximately $347,000,000 was done out of 
a possible business of $483,000,000 on 
radios and tubes sold through wholesale 
channels in 1929. 

This year the wholesalers, in spite of the 
business slump, should be able to equal, if 
not exceed, that figure. 
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66 ESISTOR” Junior lightning 

arrester No. 1015 is just be- 
ing released to the trade by Knox 
Porcelain Co., Knoxville, Tenn. 
This is a positive calibrated resistor 
and is guaranteed by the manufac- 
turers. It is offered in: blue; brown; 
black, and white, and is packed in 
individual cartons. 








HREE features are emphasized 

in the Brunswick model No. 
15, lately added to the line of the 
Brunswick Radio Corp., New York. 
These are: uni-selector, giving posi- 
tive unit control; tone control, which 
brings any portion of a broadcast or 
record selection into sharp relief, 
and an armored chassis consisting 
of heavy gauge cadmium plated 
steel armor. 


















NEW Grebe radio model 225 

console has been developed by 
the A. H. Grebe & Co., Richmond 
Hill, N. Y. It embodies the idea of 
occasional furniture to fit any 
decorative setting. The chassis is a 
companion to the Grebe SK line. 
The receiver is said to rate high in 
selectivity, sensitivity, tonal output 
and has the Grebe colortone device. 






ONE control in radio can be 

secured by means of Radiart, 
manufactured by the Radiart Corp.., 
Cleveland, claim the makers of this 
tone control device for use on all 
radio sets using either 171 or 245 
power tubes. It operates by employ- 
ing both capacity and inductance in 
a bridge circuit, so that the full 
range of the audible signal can be 
varied at will. 














MINIATURE radio set, known 

as the “Little Symphony” is a 
new product of Sterling Mfg. Co., 
Cleveland, and is 18 in. high; 14 in. 
wide and nine and a half in. deep, 
weighing 36 lbs. This set is in- 
Stalled in a specially designed clock 
style cabinet of walnut. 


OCTOBER, 1930 








RIGINAL 401 Kellogg A. 

C. tubes, made by Kellogg 
Switchboard and Supply Co., Chi- 
cago, were used by the manufac- 
turers to equip Kellogg radio sets 
510 to 521, inclusive, McMillan sets 
26 and 26PT, Mohawk sets, 
Sparton sets 62, 63 and A-C 7, Day 
Fan sets 5143 to 5144, 5148 and 
5158, Marti sets TA2, TA10, DC2, 
DC10, CS2, CS1, 1928 table, and 
1928 console, Cleartone sets 110 
and the first A. C. models of Wal- 
bert, Wurlitzer, Bell, Shamrock, 
Bush & Lane, Minerva, Crusader, 
Liberty, Metro, Pathe and Case. 
For replacement purposes on these 
sets Kellogg 401 tubes are used 
exclusively. 





HREE new tubes which enable 

the radio industry to bring A. C. 
radio pleasure to D. C. radio users 
is now in production by the Hy- 
grade Lamp Co., Salem, Mass. 
These new tubes are Nos. 230, 231 
and 232. It is stated that these new 
tubes are especially economical in 
use on “A” batteries and that they 
increase the “gain” or strength of a 
broadcast signal as it passes through 
a tube and its output circuit. 











AN HORNE Tube Co., Frank- 

lin, O., announces the new 
Flewelling combination, which is a 
complete analyzer and A. C. tube 
checker, all contained in a single, 
portable case. The makers state it 
will make a complete analysis of all 
circuit conditions existing in any 
radio receiver or electrical apparatus 
within the limits of 800 A. C. or 
D. C., and current up to 100 milli- 
amperes. 





CHRISTMAS 


MERCHANDISE SECTION 





SETS and TUBES 





RIAD Mfg. Co., Pawtucket, R. 

I., offers its type T-224-AC, 
four element, screen grid tube, A. C. 
current, for radio frequency stages 
in special circuits. It is a separate 
heater type and operates directly on 
A. C. This tube is made also in five 
prong “Y” type base. 





DISON “Light-o-matic” radio, 

model R-6 is offered by Thomas 
A. Edison, Inc., radio division, 
Orange, N. J. It has nine tube 
screen grid chassis stated to be of 
extreme selectivity and _ sensitivity. 
The volume and tone control is 
automatic. 





1 Seed R filtered aerial, brought 
x out by the Master Engineer- 
ing Co., Chicago, is an aerial which 
can be quickly installed anywhere. 
Its features are: one hole mount- 
ing; reduction in static and outside 
noises; better tone quality; increase 
in selectivity; requires no lightning 
arrester; no dangerous roofs to 
climb, and saving time and money. 
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NEW type of photo-electric 

cell having a low impedence 
and used for eliminating background 
or parasitic noises has been put on 
the market, is now  manufac- 
tured by the Arcturus Radio Tube 
Co., Newark, N. J. This “Photo- 
lytic” cell is employed ior a wide 
range of purposes by amateurs and 
experimenters. 


HERE only direct current is 

supplied, it can be converted 
into alternating for radio use by 
means of the Diehl “Inductor” cur- 
rent supply unit, made by the Diehl 
Mfg. Co., electrical division of the 
Singer Mfg. Co., Elizabethport, 
N. J. This apparatus is quiet in 
operation, small and compact, the 
entire rotating assembly is dynami- 
cally balanced to prevent vibration 
when the unit is in operation, and 
the motor is designed to operate 
without sparking. The unit can be 
had for 32, 115 or 230 watts D. C., 
capacity, 100 to 150 watts, and sup- 
plies A. C. 110 volt 50 to 60 cycle, 
single phase. 





66 RED Arrow” antenna, brought 

out by Yahr-Lange, Inc., 
Milwaukee, Wis., is of attractive 
aluminum construction and also 
acts as a weather vane. It is as- 
serted to have pick-up capacity of 
75 ft. of wire aerial. A bake- 
lite condenser with four-way 
wire collar beneath the red arrow 
acts as a neutralizer for the entire 
system. 





ECO radio tubes of 1930 design, 

made by CeCo Mfg. Co., Provi- 
dence, R. I., include many new and 
improved features. The new non- 
electrolytic press has been intro- 
duced into CeCo rectifying tubes 
such as type 280 and 281. This is 
said to prevent failure and subse- 
quent destruction of power packs. 
CeCo power tubes type 171A, 112A 
and 245 are of extremely rigid con- 
struction. By a special process long 
life is given to tubes by a filament 
coating insuring firm bond and even 
coating. 








MOROSO Mfg. Co., Boston, 

now makes a tone control that 
can be had as a separate unit for 
attachment to any radio receiver. It 
can be used with two or with one 
power tube. It is claimed that bass 
notes ordinarily lost when a set is 
operating softly, can be restored 
with this device. 
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Built Better--to Last Longer-- 


PERMANENT PROFIT 





Grigsby-Grunow Company, Chicago, Illinois. World’s Largest Manufacturers of Complete Radio Receivers 


‘CTOBER, 1980 


CHRISTMAS MERCHANDISE 


(This message to retailers is appearing in all radio trade and business papers for October) 


MAJESTIC 


RADIO TUBES 


and Insure 


Majestic Radio Tubes are built better to perform perfectly 
through a longer life. They have stronger, costlier parts. 
Lower gas content. More inspections. Everything that can 
insure Colorful Tone — distance — dependability. 

Here at last are tubes that stay sold. They stop the re- 
service calls that cut profits and lose customers. When you 
recommend and install Majestic Radio Tubes, you're sure 
of results. 

Sure that power and tone will be 100% for months to 
come. Sure that tube noises are gone for good. Sure that 
customers will praise your service and the radios you sell 
—that you will get more business, more profit, built on the 
good-will advertising of every family you serve. 

Get complete information now on Majestic Radio Tubes 
and the advertising that helps you sell them so easily. 
Phone or wire your Majestic distributor. 






RADIO TUBES 
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| (V Oy Te Gust Announcement 


OF A DISTINCTIVE SELLING FEATURE... 


LIFeE-LIKE 
TONE | 


in the 
SATURDAY EVENING POST 
and COLLIER’S WEEKLY 


cus brilliant reproduction...that’s the kind of 
performance you get with Arcturus Blue Tubes. Every 
note and word comes in with Life-like Tone. 


Radio set owners everywhere want this kind of 
reception. We are telling them how to get it in a 
new series of unique advertisements. The opening 
“shot” of this big 1930 Arcturus Campaign appears 
in two of America’s leading magazines, the Saturday 
Evening Post of November Ist, and Collier’s Weekly 
of November 15th. 


Radio tube buyers in your community, prospec- 
tive customers of your store, will see and read these 
interesting advertisements. Many of them will ask 
you about Arcturus Life-like Tone. 


Be ready to answer them; be ready to show them 
the advantages of Life-like Tone. Be ready to get 
the extra profits that Life-like Tone can bring. Sell 
Arcturus Blue Tubes, “The Tube with the Life-like 

This striking advertisement illustrates the im- Tone, ”—and know that lear back them bail with 
proved reception provided by Arcturus Tubes, the reputation of your store. See your jobber, or 
yeti, ~enyrthe~sele- ig write us for unusual Arcturus Facts. Arcturus Radio 


the Saturday Evening Post for November Ist, 
Collier’s Weekly for November 15th. Tube Company, Newark, N. J. 
THIS INDESTRUCTIBLE CARTON con- 


tains a complete set of Arcturus Blue Tubes 


ready for delivery with any radio receiver 5 x U B E S for ry R A D I oO 





you sell — with the assurance that the tubes 
cannot be damaged in transit. The kits are 


easily identified by the black and blue de- 

sign, similar to the well known Arcturus 2 

Tube Carton. Ask your jobber for the details y rf LE / oe L M4 po” 
of this attractive Arcturus plan. TC Ll Le YL C. 7k LE Jone 
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A_NEW RADIO PROFIT-BUILDER! 











Binenen CURRENT supply from a direct current source 


in a new way —silently and without radio interference — is 


aul 


offered at a surprisingly low cost in the new Diehl ” Inductor 
Current Supply Unit. e 


The most compact outfit on the market for its output, it delivers 
110 volt 50-60 cycle single phase alternating current to radio sets or 
equipment whose requirements do not exceed 150 watts, and is furnished 
for 32, 115 or 230 volts direct current input. 


Here is a sales opportunity you cannot afford to overlook if you 
are serving direct current territories in cities, rural districts or in the 
marine field. Write today for full particulars. 


DIEHL MANUFACTURING COMPANY 


Electrical Division of THE SINGER MANUFACTURING CO. 
ELIZABETHPORT, NEW JERSEY 


ATLANTA BOSTON CHICAGO NEW YORK PHILADELPHIA 
172 Trinity Ave.S.W. 75 Kneeland St. 1017 W. Jackson Blvd. 95 Liberty St. 112 N. 12th St. 
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Insure that 1930 IONE! 


OR real success in merchandising and servic- 
ing those 1930 sets, you must insure their 
1930 performance by insisting that 1930 

radio tubes be placed in the sockets by dealer and 
consumer alike. Remember, notable improve- 
ments have been scored in radio tubes as well as 
in sets during the past twelve months. 


Which is just another way of specifying DeForest 
Audions, because, when you supply these radio 
tubes, you are supplying tubes produced during 
the past month or two. No danger of tubes from 


a huge inventory over a year old. No danger of 
1929 or even 1928 tubes. The DeForest organi- 
zation, operating on a rigidly controlled produc- 
tion schedule, has never been confronted with a 
huge inventory of obsolete tubes that must be 


sold. 


The steady, untiring, farseeing pioneering of yes- 
terday, today and tomorrow, plus controlled pro- 
duction, insures for DeForest Audions the latest 
and the best the vacuum tube art has to offer. 


Supply your dealers with DeForest Audions—many sets are equipped with DeForest 
Audions at the factory, by leading set manufacturers who know the importance of 
1930 radio tubes. At least recommend DeForest Audions for use in present-day sets, 
when real performance is demanded. Insure that 1930 tone! 


DE FOREST RADIO CO. 
PASSAIC, NEW JERSEY 


h Offices | d in 





Boston, New York, Philadelphia, Atlanta, 

Pittsburgh, Chicago, Minneapolis, St. Louis, 

Kansas City, Denver, Los Angeles, Seattle, 
j A U D } Oo N Ss Detroit, Dallas, Cleveland 


ns FADO TUS zz 


62 


THE JOBBER’S SALESMAN 








& 
i 
¥ 
3 
= 





Rea 














oS Sit 












CHRISTMAS 


MERCHANDISE SECTION 


OYS and 







TRAINS 


How and Where to Sell Them 


» y OT so many years ago 
\ the height of the | 

American boy’s ambi- 
tion was to own a miniature | 
steam engine that whistled and 
wheezed and not always 
worked. Miss America was 
thrilled by a Lilliputian edi- 
tion of a sadiron or an old 
coal-burner range. 

Today, however, this same 
American boy, now a father, 
gets as big a kick out of the 
electric train as his son for 
whom it was purchased, while 
his daughter helps mother cook 
with a toy range as big as she 
is. To say toy electric train is 
not to do it justice for electric 
train manufacturers are now 
producing complete electrified 
railroad systems in the minia- 
ture which look for all the 
world like the real thing. 

Young America is electricity 
conscious, and as a result the 
electric trains and toys on the 
market today provide entertainment and education on the 
one hand, and, on the other, trains Miss America for her 
duties of later years while she entertains herself now. 
The market for electric trains and toys is tremendous. 
There are 25,000,000 boys and 17,000,000 girls in the 
United States of an age to want each. 

Fathers employed by steam and electric railroad com- 
panies are excellent prospects for your dealers and it 
naturally follows that large railroading centers offer bet- 
ter than ordinary prospects for train sales. These men 
are actually employing electric trains as a means of train- 
ing their sons in the business of railroading. 

The train and toy market is in its infancy and the sur- 
face is barely scratched. Some of the prod- 
ucts in the electric toy category, now being 
produced to serve this big field, are: Trains ; 
motors; transformers; games; ranges; 
irons; airplanes; hoists; derricks; perco- 
lators; vacuum cleaners; automobiles; 
toasters ; switches ; telephones ; electric tops, 
and so forth. As an individual item the 
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THE MARKET 


HERE are 

boys and 17,000,000 girls 
in the United States at the age 
when electric toys make their 
greatest appeal. 


This large group of poten- 
tial “buyers” represents a mar- 
ket for $7,500,000 worth of 
electric trains each year, and a 
market for other electric toys | 
| _ of approximately $17,500,000. | 


electric train and accessories, 
though, offer the electrical 
wholesaler and retailer great 
possibilities for volume and 
profit. The purchaser of an 
electric train is never through 
buying. There’s always some- 
thing more needed to complete 
that railroad system he has 
built in his basement. 

Young Mr. America buys a 
track,an engine and a fewccars ; 
but then he needs: A freight 
car set; station; warning sig- 
nal; semaphore; lamp post; 
bridge; tunnel; crossing gate; 
swing light ; flag staffs ; bunga- 
low and villa sets, and a couple 
of dozen other things. Vari- 
ous types of each kind of 
equipment are also to be had. 


25,000,000 


bE 





~ LABORATE window and 
k floor displays, many col- 
ored catalogs, display cutouts, 
folders, counter cards, back- 
grounds and other advertising 
material are offered by manufacturers, some free, but the 
more costly material at a nominal price. One or two 
manufacturers have organized national and local clubs 
and one manufacturer has gone so far as to publish a 
magazine to interest, educate and entertain the youth of 
America in miniature railroading although the real 
thing is treated extensively editorially to make it all the 
more realistic. 

Electrical trains and toys are essentially electrical de- 
vices and, therefore, should logically be sold through 
electrical wholesalers to the many types of retail outlets 
that provide a resale market. Here are new seas for the 
electrical wholesaler to chart and sail. The field is not 
overcrowded and the point of saturation so 
low it scarcely deserves mention. 

Trains and airplanes provide moving dis- 
plays which is always good retail merchan- 
dising. All types of electrical toys attract 
interest and are conducive to unusual store 
arrangement. No. special department or 
great amount of training are necessary. 
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TOYS and TRAINS 


EFFERSON Electric Co., Chi- 

cago, offers a line of Under- 
writer approved and recommended 
transformers to operate every elec- 
trical toy. The illustration shows 
one of four types in this line. In all 
of them construction is sturdy. Sec- 
ondary voltages are arranged in 
small, uniform steps for governing 
the speed of the device without aid 
of separate rheostats. 
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HE Ives Co., Bridgeport, Conn., 

offers a narrow gauge toy elec- 
tric train with high pulling power, 
speed and realistic design. The loco- 
motive is a New Haven type, with 
an electric headlight, large Pullman 
car, and brass trimmed observation 
car. The train is complete with 
eight pieces of curved track and can 
also be had complete with trans- 
former packed in tunnel box. 





M INI A TURE electric ranges in 
six types and sizes are in- 
cluded in the “Empire” line of 
electrical toys made by Metal Ware 
Corp., Two Rivers, Wis. These little 
ranges will actually cook and bake 
and they are completely finished in 
durable, rich colors with nickel 
trimmings. This firm also manufac- 
tures toy steam engines which use 
electric current for heating, thus 
avoiding danger of open alcohol 
flame. 


66 ITTLE Lady” electric ranges 

are patterned after full size 
ranges and built by the toy division 
of the Kingston Products Corp., 
Kokomo, Ind. This line is offered 
in a wide range of sizes, styles. All 
are equipped with guaranteed heat- 
ing units which produce actual cook- 
ing and baking temperatures. 


AMSON “Panel-matic, Jr.,” is 

a new, toy electric iron made 
by Samson-United Corp., Roches- 
ter, N. Y., which is a reduced copy 
of the new 145 electric iron and has 
the same patented streamline panel 
design. It cannot heat over 180 
degrees, F., and so is safe. This toy 
iron has an enameled hood with 
colored, cool handle, and rayon cov- 
ered asbestos heater cord to match 
The bakelite attachment plug is 
two-piece, and a_ heavily nickel 
plated beveled base, with heel rest 
and reinforced handle brackets is 
included. The iron operates on 15 
watts, 110 to 120 volts and either 
Ao: or BD. &. 











TEAM-TYPE, but electrically 

operated toy locomotives were 
brought out in four models this year 
by the Lionel Corp., New York. 
“The Blue Comet” is the latest 
addition to the fleet of famous 
trains manufactured in toy repro- 
ductions by this firm. It is a fine 
copy of the fast train of that name 
running daily between New York 
and Jersey City in three hours. 
Each coach is named for a famous 
comet. 
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66.’ MPIRE” electric toy steam 

engines manufactured by 
Metal Ware Corp., Two Rivers, 
Wis., have a patented electric heat- 
ing element to operate them, which 
works on any standard electric light 
socket. Thus the danger of an 
alcohol burner is done away with as 
there is no fire. These little engines 
are built in horizontal, vertical, 
double-action, turbine and twin cyl- 
inder types. This firm also produces 
“Empire” magnetic, battery and hot 
air toy engines and various attrac- 
tive toy engine accessories. 





| apd sized planes and 
mechanical and electrical better- 
ments mark the advance in “The 
Spirit of St. Louis,” an airplane toy 
made by United Electrical Mfg. 
Co., Adrian, Mich. The new model 
has a larger base and the standard 
is lithographed in attractive colors 
and weighted so that it will not tip 
over. It is 20 in. high. The planes 
are 12 in. long, the length of the 
cross arm is 38 in. and a 10 ft. cord 
with convenient switch is included. 








ANGUARD” is the 

name of a new, toy elec- 
tric train, recently added to 
the line of the American Flyer 
Co., Chicago. This train con- 
sists of locomotive, passenger 
car and observation car. 
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It's Easier to Sell 


Lionel Electric Trains 
Because LIONEL trains are the 


best known and most heavily ad- 
vertised line of toys in the world. 








Aso because LIONEL Trains are by far the biggest 
values in the field. They are superior in workmanship 
and finish to all others. They are realistic trains — 
substantially built and beautifully designed. Every 
LIONEL Train is an actual copy of modern 


American Railroad locos and ears. 


The New 48 page LIONEL | 
Catalog is a Wonder! | 


It is a revelation! You will marvel at the 
extensiveness and beauty of this line of 
trains. You will be amazed at the origi- 
nality and ingenuity shown in the cre- 
ation of both locomotives, cars and 
accessories. The same locos, cars 
and accessories you see on every 
American railroad system. 











Here's 


What We 
Do For Your 


Customers 
Year after year, LIONEL 


sets new records in sales 
throughout the country. This 
year we launch the biggest ad- 
vertising effort in our Tunes be- 
cause we are confident that this 
will be the biggest train year both 
for you and for ourselves. 
















“Full Speed | 
ahead with 





1, Heavy national magazine advertising. 


2. Newspaper advertising in the Christ- 
mas season. 

3. Wide distribution of a 48 page, full color 
catalog. 

. Radio Broadcasting. 

Free window display Cut-outs. 

. 4-color envelope enclosures for dealers. 

. Newspaper matricesand electrotypeadvertising service. 

. Large interior store merchandise displays at factory cost. 

. The Lionel Railroad Magazine for boys—coast to coast 
circulation. 


A new 1930 “Letter” contest open to all boys who want 
LIONEL trains for Christmas. 





















COND S 


] 
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The Lionel Corporation, 15-17-19 East 26th Street, New York City 


LIONEL 


EFEEC ERIC FTRAENS 


MODEL RAILROAD ACCESSORIES + “MULTIVOLT” ANS 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


fq 
open letter from the 
PRESIDENT 


O 


GENERAL CABLE 
CORPORATION 


THESE UNITS WERE OPERATED THROUGH FOUR MAJOR DIVISIONS 


DUDLO DIVISION 
DUDLO MANUFACTURING COMPANY 


ROME DIVISION 


ROME WIRE COMPANY 
ATLANTIC INSULATED WIRE AND CABLE COMPANY 
DETROIT INSULATED WIRE COMPANY 
GREAT LAKES THREAD AND YARN COMPANY 
ROME ELECTRICAL COMPANY, INC. 
SOUTHERN STATES CABLE COMPANY 


SAFETY DIVISION 


SAFETY CABLE COMPANY 
A-A WIRE COMPANY 
AMERICAN INSULATED WIRE AND CABLE COMPANY 
BALTIMORE COPPER SMELTING AND ROLLING COMPANY 
PHILLIPS WIRE COMPANY 


STANDARD UNDERGROUND DIVISION 


STANDARD UNDERGROUND CABLE COMPANY 
PEERLESS INSULATED WIRE AND CABLE COMPANY 


GENERAL CABLE 
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October, 1980 
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ENERAL CABLE CORPORATION was formed in the 
latter part of 1927 by five leading wire and cable 
manufacturers. The objects we hoped to attain 
in the formation of this company were: 


First: The ability to offer a combined improved service 
covering all types of wires, cables and accessories. 


Second: The ultimate lowering of cost of production by 
well located plants at strategic points, equipped to the 
best knowledge of the combined companies. 


Third: The ability to carry on research and development 
in the seeking of new, more economical and better types 
of wires and cables by a large organization which none 
of the smaller companies was as capable of carrying on. 


The operation of General Cable Corporation has been 
carried on through four Divisions — Dudlo, Rome, Safety 
and Standard — operating as distinct manufacturing and 
sales organizations. In order to give our customers bet- 
ter service and to effect certain economies in our organ- 
ization, | am pleased to announce that on October first, 
1930, our Company will function as a single unit— 
GENERAL CABLE CORPORATION — with a unified 
policy under a single management. 


The sales staffs of the several companies are now 
one, greatly simplifying your buying contacts. 


Billing for all products, regardless of the type 
or place of manufacture, is now done only in the 
name of General Cable Corporation; not by the 
component companies, as heretofore. 


Today there are twenty-two General Cable District Of- 
fices, one of which is near you. They are manned by 
competent sales and engineering personnel who are al- 
ways available and anxious to cooperate with you. 


Twelve manufacturing plants provide adequate manu- 
facturing facilities and carry extensive stocks of all kinds 
of wires and cables. These stocks are supplemented by 
twelve well located warehouse stocks. Hence the buying 
of all wires and cables, and their delivery is greatly sim- 
plified for electrical wholesalers everywhere. 


You have been doing business with one or more of the 
component companies of General Cable Corporation. 
Under this new plan of operation you will enjoy more 
complete, effective and prompt service. We shall aim to im- 
prove quality and standardize our oroduct continuously. 


President 





| CORPORATION 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


General Cable's 
District Offices 


ATLANTA 
1526 Healy Building 


BIRMINGHAM 
1306 Watts Building 


BOSTON 
89 Broad Street 


BUFFALO 
56 Clyde Avenue 


CHARLOTTE 
1503 First National Bank 
Building 


CHICAGO 
20 North Wacker Drive 


CINCINNATI 
920 Chamber of Commerce 
Building 


CLEVELAND 
1814 Terminal Tower 
DALLAS 
1614 Allen Building 
DENVER 
650 Seventeenth Street 
DETROIT 
827 Fisher Building 
KANSAS CITY 
932 Board of Trade Building 
LOS ANGELES 
939 East Fourth Street 


MINNEAPOLIS 
109 South Seventh Street 


NEW YORK 


420 Lexington Avenue 


PHILADELPHIA 
123 South Broad Street 


PITTSBURGH 
1714 Koppers Building 


ROME, N.Y. 
Mill Street 


SAN FRANCISCO 
465 Tenth Street 


SEATTLE 
570 First Avenue, South 


ST. LOUIS 
1213 Ambassador Building 


WASHINGTON 
704 Wilkins Building 





EXECUTIVE OFFICES 


NEW YORK: 420 Lexington Avenue 
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How and Where to Sell them 


EATING appliances, 

L | oe $53,693,000 

last year, represent 
merchandise which has made 
spectacular headway in teach- 
ing the ease of “the electrical 
way.” Their consumer accep- 
tance is at a _ far-advanced 
stage. 

Securing additional outlets, 
preferred counter display 
spots, choice window show- 
ings and extra circulation of 
advertising folders is a simpli- 
fied problem, because of the 
ready response of consumers 
particularly at this time of 
the year. 

The saturation point on 
these products is as elusive as 
it is on motor-driven appli- 
ances. The sales can hardly 
be said to be keeping pace 
with the construction of wired 
homes. However, replacements 
constitute at the present time 
a large part of the heating 
appliance business, and that factor alone will always 
maintain them in a prominent position in the field of 
electrical merchandising. 

There are 20,000,000 wired homes in the country and 
they represent a most complete market for the sales of 
this merchandise both as new products and as replace- 
ments. 

This year, the jobbers salesman should study the 
“farm market.” It is not as rural as it sounds. Such 
organizations as Ford and the General Motors Company, 
Hart, Schaffner & Marx, and leading women’s apparel 
manufacturers have lifted the social horizon of millions 
in towns of 5,000, 10,000 and 25,000. Today, these 

people are doubly conscious of their lack 
(where there is still a lack) of up-to-the- 
minute electrical conveniences. 

The farm market has a reasonably steady 
income, although some of its “gravy” this 
year has been dried up by the drought; 
and regardless, even of that, money will 
be spent when the crop money is in. In 


quarter. 


THE MARKET 


HE total sales of $53,- 

693,000 worth of heating 
appliances reported by elec- 
trical wholesalers last year can 
be equaled if not exceeded this 
year if a serious drive is put on 
by all jobbers during the final 


There are 20,000,000 homes 
in the country today which are 
inadequately ‘“‘applianced.” 
Here is a vast market for the 
electrical wholesaler. 


this market, generally located 
in towns ranging from 5,000 
to 25,000 there are available 
many retail outlets for heating 
appliances: electrical dealers; 
contractor-dealers; general 
stores, hardware stores; small 
department stores; drug 
stores; furniture stores and 
so forth. 

In addition to the above, a 
large volume lies in towns of 
25,000 to 100,000. In quite a 
few cases, there are farm cen- 
ters which support as well 
some five to 50 industrial 
plants. In such cities, often 
50% of the purchasing power 
is rural. These outlets deserve 
special sales effort and pro- 
motional work. 

The same situation in heat- 
ing appliances in general ex- 
ists as in the motor-driven 
appliance field. Neither manu- 
facturer nor wholesaler are 
satisfied with the sales of 
appliances, or the various methods of distribution now 
in practice. And, it is hoped that an effort will soon be 
made to improve the present situation. A breakdown of 
the total sales last year shows that the electrical jobbers 
did $33,171,000 worth of range business, that their 
volume on flat irons alone was $5,469,000 and on other 
heating appliances $15,053,000. The figures, while seem- 
ingly large, leave plenty of room.for improvement as 
the industry knows, but it can only show such improve- 
ment, when manufacturers and wholesalers get closer 
together at this mutual problem. 

Jobbers salesmen should not, however, become dis- 
couraged over the varying type of competition which 
they are meeting in the field, for they have 
a vast number of retail outlets which, when 
properly contacted and handled, produce 
a great amount of business. In general, 
there are, as outlets: electrical dealers, 
and contractor dealers; radio dealers; de- 
partment stores; hardware stores; drug 
stores; furniture stores, and utility stores. 
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HEATING APPLIANCES 





OILING water can be had 

quickly anywhere and at 
any time by means of the De- 
Luxe electric tea kettle made by 
West Bend Aluminum Co., West 
Bend, Wis., this water heating 
appliance being especially suit- 
able for use with an electric 
range or in the laundry of the 
home. The heating unit is com- 
pletely submerged and has a high 
heating efficiency. It is made in 
five and 10-pint sizes. 
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TAR “Quik-Serv” is a double 

grid toaster-cooker offered by 
the Star Mfg. Co., St. Louis, makes 
four slices of toast or four toasted 
sandwiches at once, and also grills 
steaks, chops or bacon. Special 
rings are provided for cooking eggs 
and also a roasting pan for roasting 
meats, which are some of its many 
kitchen uses. It has 183 sq. in. of 
cooking surface, three-heat control 
and is chromium plated. There is a 
domestic model, besides single and 
also double commercial models. 





N electric waffle iron, now in 

production by A. J. Lindemann 
& Hoverson Co., Milwaukee, is of 
modernistic square design. It is 
chromium plated and has a heat 
indicator which is claimed to insure 
perfectly baked, delicious waffles 
every time. The cooking surfaces 
are pure, die cast aluminum. Heat- 
ing elements are nickel chromium 





66@ TLEX” is a new kind of coffee 

making electric appliance pro- 
duced by the Silex Co., Hartford, 
Conn. This item is made in a 
domestic model for use in homes 
and also in a commercial model for 
use in restaurants, coffee shops, 
lunch rooms, hotels and wherever 
coffee is made for the public. All 
the glass used in both models is 
Pyrex heat resisting. A new model 
is offered in four, six and eight cup 
sizes. 














ANDERS, Frary & Clark, New 

Britain, Conn., has developed 
its coffee percolator, No. E-9876, 
made of solid copper, with seamless 
body and nickel plated finish. The 
interior fittings are aluminum, tin 
lined. The glass top is heat proof. 
This percolator is equipped with 
patented pumps and spreader plate 
and universal safety fuse plug. It 
has a capacity of six cups. 
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AGLE “Gloheater,’ made by 

Eagle Electric Manufacturing 
Co., Brooklyn, N. Y., has a 14 in. 
heavy coppered bowl, polished and 
lacquered and a heavy cast iron 
base. An adjustable pivot focuses 
the heat at any angle. The “Glo- 
heater” stands 17 in. high. It is 
finished in rich antique bronze. 








OME “Nine” series of electric 

percolators and urns has just 
been announced by Rome Mfg. Co., 
Rome, N. Y., available in seven and 
nine-cup percolators, in nine-cup 
urn and in urn set. All models are 
made of 20 oz. solid copper with 
heavy nickel plate, and have cold 
water type valveless pump. Having 
a large cover hole and no well, 
these percolators and urns are 
easily cleaned. They are rapid, reli- 
able and efficient in operation. Each 
unit includes a six ft. cord set. 











WARTSBAUGH Mfg. Co., To- 

ledo, has recently added to its 
line “Everhot” electric cooker No. 
302. This appliance makes use of a 
principle that causes it to be of eco- 
nomical operation and wide adapta- 
bility. Several different foods can 
be cooked at the same time, and the 
cooker requires very little attention 
when in operation. This model is 
offered in chromium plated finish. 
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HEATING APPLIANCES 


N electric cooking device that 
+4 can be operated from a wall 
outlet is offered by Florence Stove 
Co., Boston, in its ‘“Electricook” 
E-3, which has simple wiring so 
that charts are not needed to oper- 
ate it and the switches are inde- 
pendent of each other. The total 
wattage is 1300 which meets re- 
quirements of the Underwriters. 
Any single unit of this appliance 
may be used alone or both top 
plates can be used at the same time 
at high, medium or low heat. It is 
finished in Ming green porcelain 


enamel. GRECIAN design urn set, 

manufactured by National 
Stamping & Electric Works, Chi- 
cago, consists of: a nine cup urn; a 
tray with insulated handles, and 
gold lined sugar and creamer. The 
bodies are of heavy copper. The set 
is finished in polished nickel. All 
parts are accessible and easily 
cleaned. 

















AMSON “Panel-matic” is an ad- 
justable, automatic electric iron 
of modern design and a product of 
Samson-United Corp., Rochester, 
N. Y. It has positive heat con- 
trol and 25 heats, according to how 


ial is set. No. 145 
the heat selector dial is set. No. 1 ™ ee ee 


weighs 6% lIbs., uses 660 watt, 110 
volts on A. C. only. The finish is 
chromium plating. An Underwrit- 
ers approved “3,000 kink test,” su- 
per-flexible heater cord is included 
with each iron. 





HE Standard Electric Stove 

Co., Toledo, O., suggests the 
“Chieftain,” a full sized, four plate 
range with temperature control, as 
a suitable model for the average 
family of four to eight persons. 
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M AJESTIC Electric Appliance 
Co., San Francisco, has just 
brought out the new Majestic auto- 
matic toaster which toasts two slices 
of bread on both sides at the same 
time. There is no turning, handling 
or watching of bread. The timing 
and heat control mechanism is 
stated to be sturdy, trouble-free, 
simple, and quiet. The heating ele- 
ment is ribbon type supported on 
mica insulation and placed to secure 
maximum and speedy action. Con- 
nections are solderless. This firm 
also makes a reflector heater. 





duty waffle iron is equipped 
with “C.P” thermostat in the top 
for heat control. This appliance is 
made by the Waage Electric Co., 
Chicago. It is claimed that this 
waffle iron preheats in less than 
four minutes and bakes a large 
waffle every two minutes, automat- 
ically maintaining correct, even bak- 
ing temperature. At the same time 
the automatic feature makes the 
heating unit practically everlasting. 
It is air cooled, sits low on the table 
and is made in nickel and chromium 
finishes. 





66(XOMMANDER” line  ejectric 





toasters, manufactured by the 
Mattatuck Mfg. Co., Waterbury, 
Conn., are automatic and toast two 
slices of bread on both sides at one 
operation. When the toast is done 
the doors open, or it can be kept 
warm until removed. This toaster 
is made in polished nickel and 
chromium finishes and it operates 
on either alternating or direct cur- 
rent in 110 or 120 volt. One turn 
of the knob operates this appliance 
which is rapid in operation, states 
its maker, 
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EATING pads of two types 
have been put into production 
by the Hewitt Electric & Mfg. Co., 
Arlington, Mass., one of these being 
No. 46 which has six heats and the 
other No. 42 with two heats. These 
heating pads are claimed to be 
durable, safe and quick heating. A 
unique and exclusive woven heating 
element construction is used to give 
the pads softness and comfort, and 
to avoid any cold or hot spots. The 
normal element temperature is only 
200 degrees F. The pad is covered 
with a material guaranteed not to 
fade. 











UPERLECTRIC aluminum 

corn popper, No. 800, asserts 
the Superior Electric Products 
Corp., St. Louis, Mo., is the result 
of a full year of experimenting and 
exhaustive testing of all known corn 
popping devices. In this appliance 
the handle remains cool. The pop- 
per has a full two quart capacity. 
The cover is perforated and clamps 
on so that when the popper is 
turned upside down, the unpopped 
kernels readily drop out. The heat- 
ing element fully enclosed, making 
the popper safe. 








ATERS Genter Co., Minne- 

apolis, announces a new model 
“Toastmaster” which operates on 
only one lever, in either one-slice or 
two-slice sizes. A small, new-type 
indicator is set and the toast pops 
out when done and at the same time 
the current is shut off. The one-slice 
size weighs 3 lbs. 12 oz.; is 9 in. 
long; 4% in. wide; 7% in. high, and 
uses 605 watts. The two-slice size 
weighs 5 Ibs., 2 oz.; is 6% in. wide, 
and uses 800 watts. This firm also 
makes an automatic “Waffle 
Master.” 
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PORTABLE electric heater 

known as “Globar” is a new 
product of Crescent Appliance 
Corp., Gloucester City, N. J. This 
appliance is made in two models: 
Type 10 operates on 110 volts using 
660 watts and has one heating bar; 
while type 135 operates on the same 
voltage, but uses 1,000 watts and 
has two heating bars. This portable 
heater is adjustable so that the 
warmth can be directed to any point 
desired. It is mounted up on a 


heavy base. 








OBESON Rochester Corp., 

Rochester, N. Y., has recently 
added to its “Royal Rochester” line, 
a chrome plated Tuscan urn set, of 
eight cup capacity. The body is 
constructed of one piece of solid 
copper. Among its features are: 
non-drip faucet; fiber feet; long de- 
tachable cord; miniature plug, and 
fuse protected heating units. The 
creamer and sugar are also chrome 
plated and are gold lined. The oval 
tray has cast metal handles and 
satin finish center. 











RISWOLD Mfg. Co. Erie, 
Pa., has jist put into produc- 
tion the Griswold family electric 
waffle baker, which is the latest 
addition to this firm’s line of elec- 
tric heating appliances. It is made 
in two styles of which No. 4-8-E 
has a base that serves as a tray and 
weighs five Ibs., while No. 3-8-E 
has feet, and weighs four lbs. Both 
operate on standard voltage, 110, 
and have 330 watt units, one in each 
top and bottom pan. The waffle 
pan and units are thoroughly insu- 
lated from cover and base and the 
heat flows directly into the waffle 
mold. They bake waffle cakes seven 
in. in diameter. 











MONG the electric portable re- 

flector heaters made by Majes- 
tic Electric Appliance Co., San 
Francisco, is “Mogul” 81, which has 
as its features: air vent to insure 
cool back; outer shell of steel; 
heavy chromium plated reflector; 
outer shield which encircles base 
and cap; receptacle cap which fully 
protects terminals; Mogul socket 
with oversize contact surfaces and 
Mogul base to insure long life and 
service. This efficient heater has a 
12 in. reflector, eight ft. cord and 
plug, is furnished in antique bronze 
and operates on 1,000 watts, 110 
volts. 
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You Can’t Go 


Developed By the World’s Leading Merchandiser of 
Automatic Toasters, These 2 Amazing Inventions 
Sell Like Hot Cakes 


Both New Devices Backed by Biggest Advertising 
and Merchandising Campaign Ever Attempted 


Now made in 1 and 2-slice sizes, 
Toastmaster opens up a bigger mar- 
ket for Toast masters than ever before. 


This New Edition of the famous ' 
toaster that ‘‘‘Pops’ Up The Toast”’ 
sells like Hot Cakes. 


She TOASTMASTER 


THE WORLD'S FASTEST SELLING AUTOMATIC TOASTER 
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Volume 
Wrong Pus 


‘affle- Master makes waffles 
automatically—every woman 
wants one—sells on sight. 


F you want to build your sales volume 
substantially—here is a way you can 
do it quickly, easily! 


Waters-Genter Company, world’s lead- 
ing merchandiser of automatic electric 
toasters, has just brought out two amaz- 
ing volume builders—a new and im- 
proved Toastmaster in 1 and 2-slice 
sizes, and a remarkable new waffle baker 
called the Waffle-Master. 


That’s important to you. 


You know what happened when the first 
Toastmaster was brought out. It became 
the world’s fastest selling automatic 
toaster overnight. You sold more than 
600,000 since it was introduced. 


CHRISTMAS 





And now the same opportunity is in 
your hands again. An even better oppor- 
tunity—for now many manufacturers 
are pulling in their horns on sales and 
advertising efforts. Yet, the time is now 
right for selling. As you know, retail 
stocks are lowest in years. This is espe- 
cially true on Toastmasters. 


And these 2 new Toastmaster products 
are all backed by the greatest advertis- 
ing and merchandising program ever as 
yet attempted by the Waters-Genter 
Company. 

Full-page advertisements in the Satur- 
day Evening Post, Good Housekeeping, 
New Yorker; big space in the American 
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Weekly; and radio broadcasting twice a 
week over the 22 Columbia Stations will, 
it is expected, create consumer demand 
unparalleled in the history of electrical 
appliances. 


So now—if you want to see the volume 
of your sales shoot up at once—start 
selling these 2 products to your trade. 
Ask our office for complete details of 
these new Toastmaster “Best Sellers” 
today. 304 


WatTers-GENTER COMPANY 
219 N. Second St., Minneapolis, Minn. 


A Division of the 





WAFFLE*-MASTER 


IRON EVERY WOMAN WANTS 


THE WAFFLE 
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Why You Need These Empire 


Electric Percolators and Appliances 


for Bigger Christmas 
Profits 


Empire Round Waffle Iron 


One of the finest ever built. Has tem- 
perature gauge and specially designed 
heating element to assure uniform baking 
and browning. Beautiful in appearance 


with highly nickel-plated finish 


Combination Sand- 
wich Toaster, Bacon 


Broiler and Grill 


Toasts delicious made-up 
sandwiches. Also equipped 
with a removable container 
for draining off the grease 
when used as bacon broiler 


—— ~~ F 
or grill 


Low Priced Sand- 
wich Toaster 


Toasts filled sandwiches or 

several slices of bread. Un- 

usually efficient and 

attractive in appearance, ~~ 

with highly nickel-plated 
finish 


Aa SSS ass™ 
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Empire Electric Toaster 


This Empire has a pleasing de- 

sign, attractive finish, is light in 

weight and easily cleaned. Toasts 

two large slices of bread to a 
golden brown 


Also Empire Electric Flat Irons, Radiant Heaters, 
Milk Bottle Warmers, Flapjack Griddles, Heating 
Pads, Grills, and single and double unit table stoves 
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Year after year, Empire electrical products are swelling 
the Christmas profits of enterprising dealers. For— 


1 —Empire builds the most complete line of electrical per- 
“colators—ranging in size from 2 to 12 cups—nickel-plated 
copper or aluminum. 


2 —Enmpire Electric Percolators are the fastest on the market. 
They start percolation in one minute. 


—Built in “Loving Cup”, “Urn Shaped”, “Paneled” and 
many other attractive designs, Empire Percolators are un- 


matched for beauty. 


4 —The Empire patented valveless pump forces the water en- 
tirely through ie coffee, extracting its full flavor and aroma. 


5 —The construction of Empire Percolators is the finest— 
including such features as seamless drawn bodies, welded 
spouts, and emersion type heating elements. 


6 —Popular prices and liberal discounts make Empire Per- 
colators highly profitable for the dealer. Write for the special 


folder and prices on the complete Empire line. 


METAL WARE CORPORATION 


General Offices and Factory: Sales Offices: New York Chicago 
Two Rivers, Wisconsin San Francisco 


Strobel- Wilken Co., Inc. John H. Graham & Co., Inc. 
SOLD THROUGH JOBBERS 
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No. 2 


of a series 
of letters from 
our distributors 


“It’s a Live 
Merchandising 
Item” 











Silex is a Live Number! It’s Profitable 


COO -and it’s the fastest growing coffee making appliance in the country. 
If your house is not among the franchised distributors of Silex—get busy 
right now—drop us a note asking about the arrangement that makes the 
distributors listed below so enthusiastic about it. 


SALEX 


TRADE MARK REG. U. S. PAT. OFF. 





DISTRIBUTORS 
California —Las Angeles, Graybar Electric Co., 309 E North Carolina—Greensboro, National Elec. Sales Co. 
eee .~ - me Pet ¢ Chio—Toledo, Westinghouse Electric Supply Co 
orado—Denver, arry . Pos Yo. = * ) .. North Coast 
Connecticut—Hartford, C. S. Mersick Co., 230 Ann Street; — = a a nahin 
New, Haven, C. S. Mersick Co., 278 State St. Pennsylvania—Pittsburgh, Shipley-Massingham Co., 949 
iNlinois—Chicago, Revere Electric Co., 757 W. Jackson Blvd. Penn. Ave.; Philadelphia, R. E. Tongue & Bros. Co., 
Massachusetts—Boston, Wetmore-Savage Elec. Supply Co. Allegheny Ave., Amber & Collins Sts., Smith, Kline & 
Voye Electric Supply Co.; Springfield, Wetmore-Savage French, 105 E. Fifth St., Westinghouse Electric Supply 


Electric Supply Co.; Worcester, Wetmore-Savage Electric 
Supply Co. 

Michigan—Detroit, Westinghouse Elec. Supply Co., 138 E. 
Congress St 

Minnesota—Minneapolis, Janney-Semple Hill Co.; St. Paul, 
Farwell, Ozmun, Kirk Co. 


Co 
Rhode Island—Providence, Wetmore-Savage Elec. Supply Co 
Texas—Southwestern Drug Corp., Houston, Dallas, Fort 
Worth, Amarillo, and Waco. 
Vermont—Burlington, Wetmore-Savage Elec. Supply Co 





Missouri—St. Louis, Brown & Hall Supply Co., 1504 Pi Washington—Seattle, Green-Winkler Hotel Supply Co., 
St. js ee ’ — i. SS Fie North Coast Elec. Co.; Tacoma, North Coast Elec. Co 
New Jersey—Newark, Westinghouse Electric Supply Co., Washington, D. C.—National Elec. Sales Co 
Trenton; Westinghouse Electric Supply Co. 
New York—Albany, Albany Hardware & Iron Co., Electric ; ; ; LATE ADDITIONS 
This is model P—makes the Supply & Equipment Co.; Buffalo, Robertson-Cataract California—San Francisco, Eng Skell Co 
best coffee and the best tast- Elec. Co.; New York City, E. B. Latham & Co., 250 Ohio—Cleveland, Westinghouse Elec. Supply Co.; Cincin- f 
an ff ea iia Fi = k. Fourth Avenue.; Rochester, Robertson-Cataract Elec. Co.; nati, Graybar Elec. Co.; Dayton, Wm. Hall Elec. Div 
a cece 298 Ce Se Schenectady, Clark Witbek Co.; Syracuse, Syracuse Sup- of M. D. Larkin Co.; Lima, Wm. Hall Elec. Div 
only one of the line of both ply Co. Springfield, Wm. Hall Elec. Div 


domestic and commercial mod- 
els, employing vacuum and = "THE SILEX COMPANY, HARTFORD, CONN. 
HAVE YOUR SALESMEN ENTERED THE FREE SILEX DEAL? 
OCTOBER, 1930 
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MALL 
SPECIALTIES 


How and Where to Sell Them 





PE N\HIS department is set 
aside for the considera- 
tion of the myriad of 
small specialties made by an 
army of manufacturers large 
and small, the profit in which 
lies in their sale by groups and 
quick turnover. They are, 
many of them, what one might 
call staple specialties. The ma- 
jority are in daily use and de- 
mand, while the balance can 
generally be sold by merely 
showing them to the retailer 
and he in turn displaying them 
in racks, trays, tables, on the 
counter or in a show case. 

These are items which the 
chain and variety stores have 
shown their smaller indepen- 
dent brothers how to merchan- 
dise. They are the ones that 
pique the idle shopper’s fancy, 
that can adapt themselves to 
the pocketbook of the masses, 
that can be handled and can 
virtually sell themselves. They 
are articles where price tags frequently count a great 
deal. Numerous of these small specialties can be used as 
leaders both by wholesaler and retailer. 

It would seem that a simple and profitable way for 
electrical wholesalers to handle these ‘‘variety” items 
would be to prepare an assortment at special prices and 
grouped on an order blank especially prepared for the 
purpose. Manufacturers of store furniture of metal or 
wood are now producing tables made particularly for the 
display of this type of merchandise; hence, the whole- 
saler might have several assortments of related small 
specialties to offer and order blanks for each. The order 
blank might even illustrate in small cuts many or all of 

the items listed. 

Just as success and profit to the retailer 
lies in turning such merchandise frequently 
and quickly so does the wholesaler’s suc- 
cess lie in selling in large quantity, econom- 
ically and quickly, by grouping them on the 
suggested composite want list, catalog and 
order blank. Once a dealer puts in a stand- 


THE MARKET 


TT? “small specialties” 
group represents one of 
the most profitable lines in the 
electrical wholesaler’s catalog. 


With the great variety of 
items available 
merely hazarding a guess to 
approximate the market. There 
is no doubt, however, that it 
runs into millions of dollars at 
profitable margins. 


—O 


ard assortment and properly 
displays it, the electrical whole- 
saler’s salesman can function 
much as the Fleischman’s 
Yeast or Heinz Products man 
who walks into the grocer’s 
store, notes the quantities of 
each of the 57 needed, writes 
his own order, gets it signed 
and walks out. It almost ap- 
proaches the new wagon job- 
ber. 

While this section is mainly 
devoted to this class of mer- 
chandise it also is designed to 
cover as much as possible items 
that do fit the other sec- 
tions. The catalog page oppo- 
site contains some items that 
cannot be sold as set forth 
above but things where proper 
packaging, merchandising, dis- 
playing and handling will pro- 
duce a tidy profit to wholesaler 
and retailer alike. Most are 
all-year items; some holiday 
specialties. 

In the category first mentioned come molded products. 
There are novel forms of attachment plugs, two and 
three-way plugs, heater plugs, cord sets, combination 
pull-chain sockets and current tops, three-way current 
tops for use in convenience outlets, cord connections, 
novelty switch plates of many kinds, table taps, wall taps 
for surface current extensions in the home. 

Another grouping might be sockets, receptacles, tape 
in small rolls, fuse plugs, wire connectors, wall switches, 
etc. An assortment of radio findings such as antenna 
wire, insulators, lightning arresters, lead-ins, ground 
clamps, etc., might be arranged. 

The many designs of flashlights on the market fit into 
this train of thought. New fountain pen 
flashlights have been introduced. There is 
a special flashlight for boy scouts and 
others. Replacement heating elements of 
many types are available, light regulators, 
small clamp lamps and a selection of other 
devices too numerous for mention could be 
sold in greater quantity at a profit. 
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ELDEN portable outlet made 
by the Belden Mfg. Co., Chi- 
cago, plugs into any base outlet and 
can be carried under rugs to the 
place where an outlet is needed for 
Christmas trees, radio receivers or 
appliances. This outlet is ready for 
use without tools and it is easy to 
move at any time. Lengths are six 
to 15 ££. 








ILLUMINATES DECORATES 
ALL FESTIVE OCCASIONS 


ATTRACTIVE IN THE DAYTIME AS WELL AS THE NIGHT) 
LISTED AS STANDARD BY UNDERWRITERS LABOPATORIE’ 
FOR INDOOR AND CLTDOOR USE ¥ 





NTERMEDIATE base decora- 

tive set No. 2003 is one of a 
number made by Pass & Seymour, 
Inc., Syracuse, N. Y. This set con- 
sists of seven brown bakelite sockets 
on 18 in. centers, complete with 
genuine Mazda lamps in colors. 
Either inside or outside lamps can 
be supplied. The wires are red and 
green and have plug and connector. 
These sets are of the multiple type. 
If one lamp burns out, the rest re- 
main lighted. 










RUE Vibrator Co. Los An- 

geles, offers a vibrating machine 
that does not have a motor or 
moving parts or gears to be re- 
paired, neither does it require oiling 
or adjusting. It is as solidly con- 
structed as a magnetic unit enclosed 
in a case of cast aluminum, and 
produces 100 vibrations per second 
or 6,000 per minute on 50-cycle cur- 
rent and 120 per second or 7,200 
per minute on 60-cycle current, 
using the same current as a 60-watt 
lamp. The vibrator has a control 
switch of toggle type located on the 
front of the case. The equipment 
includes a heavy, durable belt of 
close weave and six ft. cord. 







URGESS Battery Co., Chicago, 

has just brought out two new 
flashlights which are available in at- 
tractive colors. One is the new Bur- 
gess “SnapLite,” illustrated, which 
is a practical flashlight of convenient 
shape and made in color designs to 
catch the eye. The other is the 
Burgess flashlight No. F-22. 














66 TIFFY” electric tie press is a 

new item now being marketed 
by the Wise-McClure Corp., New 
Philadelphia, O. The slogan used 
with this appliance is: “Press your 
ties in a Jiffy.” It operates on 110 
to 120 volts A. C. or D. C. This 
tie pressing appliance can be used 
as an emergency heating pad. 
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6¢ PD USS Light” is a stand lamp 

that clamps or hangs any- 
where, produced by the Bussmann 
Mfg. Co., St. Louis. This lamp is 
available in plain and fancy shade 
styles. The shade holder grips the 
lamp bulb so that the shade can be 
tilted in any position. By means of 
a ball joint the lamp can be bent in 
any direction. The base plate forms 
a clamp which holds on anything 
flat or round up to two and a half 
inches, and there is a slot in the 
base so that the light can be hung 
on a hook or even on a nail. The 
lamp has a tumbler switch socket 
and a nine ft. cord. 








66 YGRADE” decorative lamps, 

made by Hygrade Lamp Co., 
Salem, Mass., are in candle design, 
which lights from top to bottom, 
also Gothic and modernistic styles. 
These lamps are offered in black on 
ivory, gold on rose, and plain ivory. 
They are claimed to be especially 
effective when used in pairs on 
brackets. 











66 IM-A-LITE” is a light regu- 

lating device lately put on 
the market by the Wirt Co., Phila- 
delphia. It does not operate in 
steps, but reduces the light gradu- 
ally. This dimmer is intended for 
use in nursery, sick-room, halls, 
bathroom and wherever a softened 
light is desired. ‘“Dim-a-lite” fits 
any socket. 
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~ BEAVER 


EAVER Mfg. Co., Newark, N. 

J., has a new product which is 
a four way table tap, made of genu- 
ine bakelite in attractive color com- 
binations. It is safe to use on the 
table to conect toaster, percolator, 
egg poacher and other electric cook- 
ing appliances. 





66 RITESUN” infra-red clamp 

lamp developed by Britesun, 
Inc., Chicago, is the same type lamp 
as the larger “Britesun” lamps sold 
to physicians and hospitals. For 
home use the new model is used to 
apply dry, clean and penetrating 
heat to relieve pain and break up 
congestion in rheumatism, lumbago, 
neuritis, stiff joints and many minor 
ailments. 


6 LIP-LITE” is made by Pol- 

oron Electric Mfg. Corp., 
New York, in the form of a handy 
electric light that clips on to the 
corner of a book, music rack, tele- 
phone and many other places where 
a light is needed. It is available in 
blue, old rose, orchid, ivory and 
green shades, and comes complete 
with tungsten bulb for 110 volt with 
full length cord that attaches to 
any socket. The weight is only 
four oz. 





PIN type flasher with two out- 

lets has recently been put into 
production by Rodale Mfg. Co.. 
Emaus, Pa. It is known as No. 400 
and is made of bakelite. This firm 
also offers a socket flasher, No. 
T-68, for 110 and 220 volts—60 
watts. These flashers are simply 
constructed. 


HE “Palm Beach” sun lamp is 

a twin arc, made by the Keene 
Chemical Co., New York. It oper- 
ates on 110 volts, A. C. and also 
any other cycle, or D. C. It draws 
12 amperes which is the minimum 
specified by the American Medical 
Association. 











WwAree Carbon Co., New 
York City, is now making a 
new, “Everready Pen-Light,” rec- 
ommended as a practical, depend- 
able flashlight. A rolling-ball, spring 
clip firmly clamps “Everready Pen- 
Light” in the pocket, and is also a 
sure-acting switch, operated by 
pressure of the finger. The pen- 
light slips conveniently into vest 
pocket or hand bag. It is available 
in both chromium and_= green 
finishes. 
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Ne degrees of light are supplied 
by the new No. 100 “Lo-Lite” 
oil-electric lamp produced by Kew 
Mfg. Co., New York. This lamp 
thus supplies light bright enough 
to read by and dim enough to sleep 
by, while effecting worthwhile sav- 
ings in consumption of electric cur- 
rent. Overall the lamp stands 12 
in. high and is offered in green, 
rose, blue, ivory, polished brass and 
pewter finishes, with harmonizing 
parchment shades eight and one- 
half in. in diameter. 


URNTABLE motors for pho- 

nographs, combination  radio- 
phonographs and sound projection 
machines are made by the Diehl 
Mfg. Co., electrical division of the 
Singer Mfg. Co., Elizabethport, 
N. J., being known as “Aristocrat,” 
and furnished for either 78 R.P.M. 
or 33 R.P.M., for all voltages and 
frequencies, using 18 watts. They 
operate at uniform speed, silently, 
and do not interfere with radio. 




















NTENDED for the application of 

cosmetics by patting or tapping 
the “Velvetskin” patter is an elec- 
trical device produced by the Con- 
necticut Telephone & Electric Co., 
Meriden, Conn. It consists of two 
strips of metal about 3 in. long and 
padded at the ends with pads about 
the size of human finger tips. These 
pads tap or pat gently at the rate of 
more than 100 strokes per second. 
The metal strips are enclosed in an 
attractive colored bakelite case and 
carefully insulated. 
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Y #aR ‘round sellers . . . BUSS 
Lights. But fall is the time 
when they sell best. Junior wants 
one to study by. Sister wants one 
for the dressing table. Dad needs one 
for his bed. With the days getting 
shorter, mother needs one in the 
kitchen over the sink or range. The 
whole family begins to notice the 
need for lights early in the fall. Then 
there is the Christmas season, when 
thousands of BUSS Lights are given 
as presents... mighty fine gifts they 
make, too. Yes, the real big season 
for BUSS Lights is beginning now. 



































All of which leads up to our sug- 
gestion that you call the attention of 
dealers to the new 1931 BUSS Light 
Shades. Check over with them their 
present stocks and urge them to fill 
in the models on which they are 

















Accurate store-to-store check made July 1, 1929, shows that dealers 


who used the BUSS Electrified Display Stand averaged more than short. Call their attention to the 

twice the sales made by those who did not have it. ; . 7 
Any dealer can get this sales maker with an order of 24 or more BUSS Light displays and the special 

ween acts’ hoe assortment offers illustrated at the 
Dealers who already have the Electrified Display Stand and order 

24 or more BUSS Lights will be sent the SPECIAL No. 30 DIS- left. In doing sO, you are selling them 


PLAY SET which includes card for the Stand. 


ASSORTMENT OFFER 


This assortment is made up of on2 each ‘ 
of the seven models of the BUSS Light. 
The Lights are priced at the regular dozen- 
lot price—dealer cost $13.33. Retail 
value $20.00. 

The assortment includes attractive dis- 
play and price cards and a sheet showing 
how any number of selling displays may be 
built by simple arrangements of the strik- 
ing new boxes in which the $3.00 models 
now are packed. 


good, full profit merchandise, in ad- 
dition to making your profit yourself. 








2551 University St., St. Louis, Mo. | 
A Dwwision of the McGraw Electric Company ~ 


BUSS Light 


,) | a 
eS PY 253 Unimy MFG. CO. 





i The Hlandiest Light i 
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LIGHTING 


OUTFEIHII 


MAZDA LAMPS 


Decorative Christmas Tree Lights 


APPROVED BY 


SANTA CLAUS AND 


THE 


UNDERWRITERS 


Safety First af Christmas 


Quality Never Fails 


As time goes by, hazards and casual- 
ties during the Christmas Season are 
becoming less and less, due to the 
fact that the trade and consumer have 
looked for quality as a standard in 
the use of Christmas tree outfits for 
decorative purposes. 


The preference given by the whole- 
salers, dealers and consumers in se- 
lecting the PROPP Christmas Tree 
Line is evidence that the PROPP line 
measures up to the exacting demands 
required by the public and the trade. 
They have the approval of the under- 
writers, 


The Propp adjustable bead 
and the add-on connector 
are covered by Patents 
Nos. 205,117, 1,512,888, 
1,611,836, 1,751,842. 


Features Worth While 


PROPP decorative units of both series 
and multiple types are distinguished by 
two outstanding and exclusive features. 


The adjustable berries and the add-on 
connector attachment. 


The wires leading into all sockets on 
PROPP sets are equipped with adjust- 
able rings or fancy red beads to rep- 
resent Christmas berries. 


These Christmas berries besides being 
ornamental are used to hold the lamp 
and socket in position on the limb of 
the tree. The important feature of the 
add-on attachment permits the con- 
necting of additional sets from one 
unit to another without any further 
labor or expense. 


Our rights against infringements will be protected to the fullest extent. 


Propp products sold 
only thru jobbers. 


M. PROPP CO. INC. stenjecturer 


524-528 Broadway, N. Y. 


Buy thru your jobber 
—He gives you service. 
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FALL and HOLIDAY MERCHANDISE 


OR THE HOLIDAY TRADE. The new expansion period we are entering promises restoration of normal buying 
during the pre-holiday season, along with volume and profit possibilities in tune with the anticipated revival of 





business in electrical and other fields. Jobbers and dealers . « . this is your opportunity ; .« . to sell 


your products to a receptive consuming public . . 


return on investment . . 


OVER-THE-COUNTER-SALES. That auspicious moment 
- - or call it the “impression interval’, if you will 


- turn their thoughts to things electrical . by a con- 
certed promotion of electrical merchandise with “eye appeal” and an easily-recognized promise of dollar-f o-dellinns 
the type of merchandise that loosens the purse-strings of the holiday shopper. 


- «+ just before the customer says: “I'll take it” 


- . 4 that’s the time when expert design and beauty 


of finish blending with easily-recognized quality and newness . . . successfully direct the line of thought and 
pull temptingly at buyers’ purse-strings. Presented here are four electrical devices by Wise-McClung . . . that 


will sell over-the-counter . . . stay sold ... 


give satisfaction to the purchaser . . . and return you a 


good profit. You are invited to write or wire for further details and discounts. We are now booking orders for the 


Holiday Selling Season. 





1 Jiffy Electric Tie Press 


DRARDRAAADAAAAAAAAAAA1010000140OO* 


A new and practical device that delivers a worth-while 
service . - the welcome answer to the ever present 
question: “what to buy for Dad, brother or the boy 
friend.”” The gray alligator finish, packed in a hand- 
some artcraft box, is the most popular number. Ask for 
folder titled “What The Well-Dressed Man Is Using’ 
which explains the double heating unit construction and 
other JIFFY features and how the owner’s investment is 
returned the first time the press is used. This is over-the- 
counter-seller No. 1. 


ys Jiffy Electric Trouser 


Pres NI Raa aannnananaananaanaanany 


Again . . . every man ‘s a prospect. To the 
business or professional man, the student, the man in 
any walk of life, the JIFFY Trouser Presser is an 
investment in personal appearance. Available in black 
and green krinkle finishes, JIFFY combines the three 
elements essential to perfect pressing; namely, heat, 
moisture and pressure. The mechanical and operative 
features are explained in circular titled “Press Your 
Trousers in a Jiffy’. Write for a copy. This is over- 
the-counter-seller No. 2. 





Sunshine Junior Cleaner 


ahha e ee eee ee eee DADA A ADAG A AAA AA 


“You ought to see it CLEAN!” Like its predecessor— 
the standard size ‘‘Master Model”—SUNSHINE Junior 
was designed and built to deliver a real service . . 
and does just that. Nozzle equipped with floating, 
self-adjusting brush and a detachable Sanitizer. 
Powered with an oversize ig delivering unusually 
high vacuum at great speed, SUNSHINE Junior will 
behave well in any company. S rnis Junior Model is 
built up to a standard of quality, rather than down 
to a price level. This is over-the-counter-seller No. 3. 


Sunshine Auto Duster 


DOA eeeeeeeeeennnnnnmnnnnt 


Combining the features of the Junior Model plus a 
short hose and nozzle equipped with floating, self- 
adjusting brush and a detachable Sanitizer (swivel- 
jointed for ease in handling) the Auto Duster is ideal 
for cleaning automobiles, in fact, any surface hard 
to reach with the ordinary nozzle type machines, 
standard or miniature size. SUNSHINE Junior and 
Auto Duster are equipped with a special handle for 
convenient use at any desired angle and the switch is 
“at your finger tip”. This is over-the-counter-seller No. 4. 


ORDER CHRISTMAS MERCHANDISE NOW 


If you are looking for fast-selling over-the-counter merchandise for the holiday trade, your inquiry to us will lead 
to an exceedingly satisfactory connection. Dealers want this merchandise and are ready to place orders NOW. Make 
the first definite move toward supplying the demand in your territory by sending a letter or wire TODAY. 





































WISE-MCCLUNG CORPORATION 


430 


sox NEW PHILADELPHIA, OHIO 
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» [rte switch without a hitch 
.... the line of least resist- 
ance....the name it’s best to 
link with YOUR good name in 
the drive for business this Fall! 
The popular attachments shown 
here are representative. Good 
clear through, finished to the 
king’s taste, looking the part of 
higher priced merchandise .. . . 
over the counter, and HOW! 
Lose no time, communicate with 
us at once! 

Latest Discount Sheet and Samples 

Will Be Sent on Request 


Beaver Manufacturing Co. 
625 North Third Street 
Newark, New Jersey 
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OMA 


STRINGS OF COLOR 


l Lg h [ES New York, N.Y. 





a greatest selling sweepstakes ever 

run off in electrical wholesaling! You 
can win, place or show—seventy-nine prizes spread over eighteen 
divisions mean that you can finish in the money without taking 
first, second or third place. 


Back a winner! Tell your sales manager you want to enter 
this contest—all your sales during the year are counted in. Just 
send in your sales record for NOMA Electric Decorative Products 
and MAZDA Lamps with your entry blank and you’re off. Here 
is your chance to show your stuff as a “mud horse” and step 
out in a year of heavy going. 


Back a winner! Back yourself ! It’s all in the day’s 
work! This is a “free, wide and handsome” contest. There are 
no restrictions—it’s all pure opportunity. 


‘Powder River! Let ’er buck!” 


NOMA ELECTRIC 
CORPORATION 
340 Hudson Street 
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[ELECTRIC 
(LOCKS 


How and Where to Sell Them 





is, the clock with the 

spring is unquestionably 
an article that should be sold 
by a jeweler or one qualified 
to make the necessary adjust- 
ments and render the service 
that is always necessary with 
this type of merchandise. 

The introduction of the 
synchronous electric clock, 
while its object is the same as 
the old time clock; namely, to 
tell time, its construction is 
entirely different ; in fact, it is 
more accurate to classify it as 
a small electric appliance in- 
stead of a clock. Because it 
requires no regulating, no oil- 
ing and because it more nearly 
resembles an electric ap- 
pliance, it is only logical that 
a dealer in electrical appliances 
should find this type of mer- 
chandise exceptionally well 
suited for his type of selling. 

This fact does not mean 
that electric clocks of this type cannot be sold to the 
outlets that formerly handled the old time clocks; in- 
stead, the introduction of this kind of clock had the 
effect of greatly increasing the number of outlets. 

The department store, of course, is an excellent out- 
let for electric clocks because of the store traffic and 
because of its display facilities. More than one de- 
partment in a department store is interested in electric 
clocks; for example, the clock department, household 
utility department and the gift department. 

The radio dealer will find in the synchronous electric 
clock an article of great interest to him and to the type 
of customers with whom he comes in contact. Certainly 
he has a splendid opportunity to sell a lot 
of synchronous electric clocks and, if he 
is a good merchandiser, it may also help 
him sell more radio sets. 

Furniture dealers as a rule have a 
clock department — also do a good busi- 
ness in household utilities and the synchro- 
nous electric clock fits into both of these 


T HE old time clock, that 














THE MARKET 


T is estimated that the po- 
tentialities of the electric 


clock business for the entire 
year of 1930 is $75,000,000. 


With 15,000,000 homes 
wired with regulated alternat- 
ing current.and with a normal 
requirement of five clocks to 
the home, the field represents 
a total need for 75,000,000 


electric clocks. 


departments exceptionally well. 

Jewelry stores are excellent 
outlets for electric clocks be- 
cause through them most of 
the clock business has been 
done in the past. Since peo- 
ple are now buying electric 
clocks instead of the old time 
spring clock, certainly they 
should swing over to the new 
order of things and in so do- 
ing they cannot avoid handling 
the synchronous electric clock. 


HAT there are 20 to 25 

manufacturers now pro- 
ducing electric clocks and 
others considering doing so is 
eloquent testimony as to the 
market possibilities of this 
product. It is estimated that 
$75,000,000 of business will 
be done in electric clocks in 
1930. The electrical whole- 
saler is the logical distributor 
of the device but how much 
is he getting? How much will 
he actually secure in 1931? 

It is estimated that five electric clocks can be sold 
per home. As there are 15,000,000 or 84% per cent 
of the wired homes with regulated A. C. current suitable 
for synchronous clock operation the potential sales are 
75,000,000 clocks. In 1925 only 16,000 electric clocks 
were sold; in 1929, 350,000. With the retail price range 
from as low as $5.00 to $2,000 the market is easily 
seen to be tremendous. 

Electrical, radio and special dealers, department stores, 
central stations, jewelry, furniture, hardware, house 
furnishing stores and gift shops totalling 148,450 in 
number provides the wholesaler of electric clocks with 
ample prospects. According to “Electrical 
Merchandising” these dealers rank as fol- 
lows in order of importance, considering 
their community standing, financial re- 
sources, store traffic, sales and merchan- 
dising ability, etc.: Central Stations (1), 
department stores (2), electric contractors 
and dealers, radio dealers. 
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HE newest addition to the line 

of electric clocks made by the 
Hammond Clock Co., Chicago, is 
named the “Gregory” because this 
clock automatically shows the day 
of the week and the date, and at 
this time the Gregorian calender is 
in use. The calender changes at 
midnight. This clock made in mod- 
ernistic design in black bakelite 
with minute marks and second hand 
in green for contrast on the silver 
finished dial with raised numerals. 
The size of this clock is six and a 
half in. high by five and three- 
fourths in. wide, and it is stated 
that this is the first electric calender 
clock. 








LECTROTIME clocks are made 
in many models by Electrotime 
Mfg. Co., Chicago, one of the latest 
being the “Normandy” model, 
which is supplied in either solid ma- 
hogany or walnut cases. This clock 
has marquetry inlay and carved or- 
nament. Its dimensions are: 7% in. 
high; 734 in. wide at base; and 53% 
in. deep at base. 











[AMP model 0783 is a new prod- 
4 uct of H. G. McFadden & Co., 
New York, combining light, clock 
and pen holder. The lamp and clock 
work on only alternating current, 
but will operate wherever other 
electric clocks can be used. 
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D IGNITY and simplicity of de- 
sign has been the intention of 
the makers of the new synchronous 
motor clock produced by Manning- 
Bowman & Co., Meriden, Conn. 
Beauty is combined with accuracy 
in a clock that will be suitable for 
nearly any place where a fine clock 
is needed, and at the same time 
there is no winding, no regulating 
or any other attention needed. This 
clock No. 916 is 1034 in. wide, six 
and a half in. high, and four and 
one-eighth in. deep. The case is 
finished in mahogany, the bezel is 
aranium and the dial is silvered. 

























VARIETY of models are avail- 
able in Poole electric clocks, 
built by the Poole Mfg. Co., Ithaca, 
N. Y. These electric clocks operate 
anywhere in the world, as they are 
wholly independent of central sta- 
tion current. They do not have to 
be wound, cleaned, or oiled, and 
are guaranteed accurate within one 
minute per month. 








OLAR model 150 is a combina- 

tion electric clock and electrical 
inside aerial, made by Aerial Insu- 
lator Co., Green Bay, Wis. This 
model is 10 in. high and is made 
from aluminum casting. This clock 
and inside aerial weighs four and a 
half lbs. 











HE Churchill model of the 

line of “Lincoln Synchro. 
Matic” clocks developed by the 
Electric Clock Corp. of America, 
Chicago, is styled in Gothic de- 
sign. Its principal features are: 
mahogany and walnut finish; 
convex lens; full-sweep second 
hand; cord and plug standard 
equipment, and silver-tone dial. 
It is claimed that oils, adjust- 
ments and batteries are unneces- 
sary. 
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‘THE JOBBER’S SALESMAN 


\ LECTRICAL wholesalers’ salesmen are indirectly on the payroll of the manufac- 
turers your houses represent. You function for each and for your house only to 

“ the extent that you know their products and are able to present them to your 
trade. Since every salesman’s income is in proportion to his sales volume and the net 
profit thereon, your earning capacity is likewise governed by your knowledge of the 
things you are selling, their market and their usage. 


For nearly eleven years THE JOBBER’S SALESMAN has been endeavoring to 
help you actually sell as many lines as possible by inducing your suppliers to use these 
advertising pages to present their sales facts, arguments and pointers in an easily read 
and concise fashion. This month we present in this “Christmas Merchandise Section” 
a group of selling messages to you from your manufacturers of Holiday Merchandise. 


The editorial and advertising pages of this section are loaded with selling ideas to 
help you do a real job in the final quarter of 1930, and close the year with a “spurt to 
the tape.” Look these advertising pages over carefully, check those in which your house 
is interested and carry this issue with you as a constant reminder of the variety of Fall 
and Christmas items you have to sell. 


To further assist you, many of these advertisers will reprint their advertisements in 
a “Trade Supplement” to this issue of THE JOBBER’S SALESMAN which will be 
mailed to 15,000 of your dealer and contractor customers. Opposite each advertisement 
will appear a facsimile reproduction of a sales letter to your trade from each advertiser to 
back up the advertising message on his product with a few words on policy, profits and 
markets. 


Behind all of THE JOBBER’S SALESMAN'’S activities is the single purpose of 
assisting you in your job, to make it easier, more profitable to yourself, your house and 
your manufacturers. But as the first cardinal principle in selling is to thoroughly know 
your subject we commend these advertising pages to you as a means of facing the increas- 
ingly intense competition of the day for every dollar in circulation. Study them and use 
them. 
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WICW This announcement might 


have been released many 


introduction of new lines un- 


months ago. It wasn’t. A vital 
; ESTED ; , l NE O Sessions policy forbids “the 


Synchronous Mofor Chchs ahi 


fit in every detail against 


conditions more severe than 


perfected. by SESSIONS so” 

























etc ii 
ELKINS Electric 


At right. A ular 14%- 
inch Tamboct cuchawunite 
mahogany case and inlay 
design. Design is a com- 
posite of public preference 
trends in clock style. Re- 
tailsfor. . . . $15.75 t 


e Electric Clocks by Sessions! A name that millions long 
have coupled with style and reliability in clocks within 
the reach of all. An unusual variety of exquisitely- 
grained hardwood cabinet styles, selected in the light of 
more than a century of making and selling nationally 
advertised clocks. Fitted with a hardy fool-proof syn- 
chronous motor. Every clock in the line has the popular 
Sessions legible raised numerals. 

e Three of the Sessions electric models are shown on this 
page. Look them over. Note their prices and the Sessions 
reputation for value in clocks. 

- Can’t you, as a salesman, see the new enlarged market 
for electric clocks that this new popular-priced quality 
line opens up? Inquiries invited. 


-The Sessions Clock Company, Forestville, Connecticut. 


Millions Every Day Hear Sessions Broadcasting 
From These Radio Stations: 


In the EAST, WOR, New York, WOKO Poughkeepsie, N. Y., WHEE 
Rochester, N. Y., WIP Philadelphia, WWVA Wheeling, W. Va.,WAPI 
Birmingham. 

In the MIDDLEWEST, WTAM Cleveland, KYW Chicago, KMOX 
St. Louis, KMMJ Clay Center, Nebr., WDAY Fargo, N. D. 

In the WEST, KGO San Francisco, KOL Seattle. 
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HAMMOND 














RETAIL 
$4950 











Case is black bakelite 6 1/2” high, 5 3/4” wide at base. Dial is silver finish, raised black numerals. 


Tells Exact Time, the Day and the Date 
Calendar Changes Automatically at 12 O'clock Midnite 


Another Scoop—Once again Hammond places 
before you a chance to make a real profit. 

Backed by an advertising campaign that reaches 
3 out of 4 families every week, Hammond intro- 
duces the Gregory Calendar Clock just in time to 
prepare for a record-breaking Christmas business. 

Think of the features of this new model, the 
sales appeal, the practical uses for this clock— 





something to talk about instead of just a low price. 

Nothing has been overlooked—the Gregory 
comes in a beautifully colored gift box—special 
displays are ready—circulars too. 

Write or wire your order to one of the Ham- 
mond jobbers or to us and we will see that a jobber 
takes care of you. The Hammond Clock Com- 
pany, 2915 N. Western Avenue, Chicago, Illinois. 
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Prize Winners in July Contest 


Twenty-five Dollar Prizes Have Been Given by THE JOBBER’S 

SALESMAN to the Men Listed Below—The Result of the July 

“Summer Sales Prize Contest.” Another Big List of Cash Prizes 
Awaits the August Winners 


PRODUCTS OF WINNER COMPANY 

American Blower Corp.................--.---.------+- Frank J. Joerger.................- E. B. Latham & Co., New York. 

Anaconda Wire & Cable Co........................ Wm. L. Kennedy.................. Robertson-Cataract Elec. Co., Rochester, N. Y. 

Appleton: Fei tiie cscscscrsssnsesancrcccinspens Edwin Kuhn ........................ Glasco Elec. Co., St. Louis. 

Arcturus Radio Tube Co.........................--.-- ore ae eee Sager Elec’l Sup. Co., Lynn, Mass. 

Arrow Electric Division............... Herman C. Kull ................... Philip Cass & Co., Philadelphia. 

Benjamin Elec. Mfg. Co..........................--.. SS | eae W. T. McCullough Elec. Co., Pittsburgh. 

Beryl Ta i a vscrchivnihiccste ones hinnecntsnsitinns Howard Holiday .................. F. D. Lawrence Elec. Co., Cincinnati. 

ge ee a Wo iia... Calif. Whl. Elec. Co., Los Angeles. 

SEE ea nT ET G. Frank Slocum.................. Doubleday-Hill Elec. Co., Pittsburgh. 

Colt’s Patent Fire Arms Mfg. Co.............. DTN Passos inne Van Meter Co., Cedar Rapids, Ia. 

Crescent Insulated Wire & Cable Co........ iT, Ty acess Michigan Chandelier Co., Detroit. 

Cert SN CaaS cssenisennacrsitncvonan Myer S. Bitterman................ Hyland Elec’l Sup. Co., Chicago. 

Cutler-Hammer Co., Inc...................--.-.+----- C. Keith Fullerton................ H. M. Hopkins Elec. Co., Detroit. 

De Fameiet “TR tiie enecidiswsncgh Binsciceiniess A. P. See Schuster Elec. Co., Cincinnati. 

Erie Malleable Iron Co.....................-..-------- Fred Quapfot ....................... E. A. Quarfot, Milwaukee. 

F eli TI asi hchadch ct cdesatantennSchtinsvseed a? Glasco Elec. Co., St. Louis. 

Fiat Ge Te BOW oceanic neces ecinet Geo. M. Harding, Jr............ Franklin Elec. Co., Philadelphia. 

Indiana Rubber & Insulated Wire Co......C. E. Butler, Jr-................... Glasco Elec. Co., St. Louis. 

Jefiennem: Mie Ge Elbert W. Williams.............. Colonial Elec. Co., Philadelphia. 

Bl COMED FIR Mee ecncinnsccvasinstinnuidcadenten taal Mack C. Kleiner.................. Garfield & Elliott Elec’l Sup. Co., Inc., New 
York. 

ee ae en ee Seymour Spring.................... Eastern Elec’] Sup. Co., Newark. 

National Carbon Co., Inc.............-.-.--------+ Arthur R. Barit.................... Morris Blumberg Elec. Co., Detroit. 

Pass & Seymour, Ine..................----200------0--0 Gas AES Hyland Elec’l Sup. Co., Chicago 

UNE TPN elicntncsinenesndgapentmechaneten Stanley P. Eccleston............ Fife Elec. Sup. Co., Detroit. 

Sylvania Products Co. ................---:0--c-+--0e Frank G. McLoughlin.......... Miller Elec. Co., Inc., Utica, N. Y. 

owl: CMMI Melita! iaciite ntdinnccnnncieaniric A hc Tiss cicadas Glasco Elec. Co., St. Louis. 

Urumbull Elec. Mfg. Co.................--.---0-0++ Ray Heitzman .................... Gen. Elec. Sup. Corp.; Evansville, Ind. 

Vadsworth Elec. Mfg. Co., Ine.................- G. Roy Augustine................ Price Elec. Co., Pittsburgh. 


W. Wakefield Brass Co................--------- H. M. Rumbaugh.................. Doubleday-Hill Elec. Co., Pittsburgh. 
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LISGEIN 


COVERED BY A LIFE-TIME GUARANTEE 


COVERED BY A 
LIFE-TIME 
GUARANTEE 


Here it is! The new 


LINCOLN Electric Clock, 
equipped with a motor that 
is guaranteed to last a life- 
time! Twenty-two original 
models are offered to you in 
this line, and upon the closest 
inspection you will find them 
to be the greatest values at 
their price! Retail prices 
range from $6.75 upwards. 


You cannot afford to miss 
out on the many profit-pro- 
ducing possibilities of this 
new line. 


Send for New Booklet! 


[ELECTRIC CLOCK 
CORPORATION 
of AMERICA 


A Division of Fay Mfg. Co. 


506 South Throop St. .... CHICAGO 
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Lake Michigan Club Meets 


The Lake Michigan Club held its 
semi-annual meeting at French Lick 
Springs, Ind., September 11 and 12. 


| After the opening remarks by Fred 


Eisemann, chairman, and a report of 
the golf committee, T. D. Scarff, 
National Lamp Works, Chicago, 
talked on the “Add-A-Light” cam- 
paign. This campaign is described in 
detail on page 13 of this issue. Mr. 
Scarff was followed by R. C. (Bob) 
Bennett of I. A. Bennett & Co., 
Chicago, who discussed the conduit 
situation. 

The Friday session was given over 
to a paper by John Gleason, sales 
manager, Graybar, Chicago, on the 
“Effect of Price Cutting on Net 
Profits.” This paper, which is of 
extreme interest to all jobbers, was 
to be published in the October issue 
of THE JoBBER’s SALESMAN, but the 
Christmas merchandise subject de- 
manded so much space that it is 
necessary to hold it over until the 
November convention issue. 


“Business Opportunities in the 
Chicago Area” was the subject of a 
talk by Mr. Cahn of the business 
survey and promotion department of 
the Chicago Tribune. 

The “Get-Together” dinner was 
informal and was presided over by 
A. J. McGivern of the Manhattan 
Electrical Supply Co., Chicago. 

The golf tournament for whole- 
salers and manufacturers was run 
on both afternoons of the meeting. 
Howard Ehrlich of THE Josser’s 
SALESMAN had low grass in the 
manufacturers’ section, while August 
Kubec of the Kubec Electric Co., 
Chicago, had low grass in the job- 
bers’ section. Low nets finished as 
follows: I. E. Nelson, I. A. Bennett 
& Co., Chicago; Ray Close, General 
Electric Supply Corp., Clyde LaMee, 
General Electric Supply Corp., In- 
dianapolis; H. J. Reinhardt, Frank 
Adam Electric Co., St. Louis; R. L. 
Brown, Westinghouse Electric Sup- 
ply Co., Indianapolis; S. H. Simon- 
sen, Manhattan Electrical Supply 
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The annual outing of the Electric League of Washington, D. C., was held at 








| Chapel Point, Mo. A base ball game between the wholesalers and the contractors 
| was a feature of the day. Above, left to right: William D. Swormstedt and Paul 
| O. West, both salesmen for the Doubleday-Hill Electric Co. C. P. Hill, president 


of the same firm with Walter E. Kern, assistant electrical engineer for the District 
of Columbia; J. F. Myers, Washington branch of the Westinghouse Electric 


| Supply Co. Below, left to right: E. M. Graham, president and general manager 
| of the National Electric Supply Co.; A. H. Ayres, salesman, Doubleday-Hill 


Electric Supply Co.; Warren F. Perry (and the two little Perrys), salesman, 
Doubleday-Hill Electric Co., A. J. Schahfirt, salesman, Washington branch of 
the Westinghouse Electric Supply Co., and C. D. McClary, Washington manager 
of the Graybar Electric Co. 
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Because of Aard service reguired 
ou should use an 


Panelboard 
Type LNTP 7here 

















Any Orders | 







Infor ae fi 1 Selling brings mre orders! 


It is a primary rule with all salesmen _ staple lines that &# Panelboards form 
to know details of what they sell. How the “key”. 

well they know both de- 
tails and the installation 


of (A) Panelboards depends 


the volume of sales they 


Which of the two sales- 


men pictured above are 
you? Start now to know 


more about €A) Panelboards 


make. ' 
—write or see the €A) man 


é- 
@- 
é- 
v- 
a) 


Oa 


We want to help you to in your territory. He knows 


greater sales, not only of 


€A Panelboards but in all 


Have you the new 
_ Aran QM was: 
No. 50? Ask for 


ELECTRIC COMPANY it; be informed on 


the latest unit. 


all panelboard problems 





and will help you. 





ST. LOUIS 
Atlanta, Ga. Cincinnati, Ohio Los Angeles, Calif. Omepe, Nebr. San Francisco, Calif. Vancouver, Can. 
L.A. Crow, . F. Schurig, E. Zinsmeyer, | ee Flemi ing, Lee Van Atta, Amalgamated Elec. 
64 Cone St., N. W. 44 East Third St. 1127 S. Wall St. 213 S. 12th St. 340 Fremont St. S o., Lt —_- 
Memphis, Tenn. mace Islan 
BAW ole Mana Mt . Co. pats’ Wakefield, c. 3 } Rutledge. On Knocople Segoe Co Winnipeg, Man., Can. 
312 S. Hanover St. 1814 Allen Bldg. -.. or a 610 Richmond Ave. it Pena...” Amalgamated Elec. 
Boston, Mass. Denver, Colo tae ee Cos ts —_ Ltd. 
dal Sage se. csr Hibiaia. tac. 422 Buikdere Ea. Bldg. SAMRAT. Tylon Oat, em 
Buffalo, N. Y. posits shag oe ee. *- ——— 214. Victor St. ‘Amalgamated Elec. 
er, 
Ralph E . Jones, Detroit, Mich. 203 Natchez Bldg. Pittsburgh, Pa. ee Co., Ltd. 
1890 Herte 1 Ave. Bas We jo Magazine&NatchezSts. Fe tales An Inc. Amalgamated Elec. an wher a N. 
Ph Til. New York ontres: a. 
Major! Equipment Co., Kansas City, Mo. Fred Kra St. Louis, Mo. Gen. Sales Office, Amalgamated Elec. 
In Robert Baker, 182 North ‘ath St. O. H. Rottman 370 Pape Ave., Co., Ltd 
4603 ‘elterton Ave. 19 E. 14th St. Brooklyn 3650 Windsor Place 11 Charlotte St. 1006 Aiea St. 





Remember €f) Panelboards are the Sign of a Better Job 
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WADSWORTH 


ACCESSIBLE 


60-Ampere Weatherproof Type 


Switch Open, Bossed Cover Raised, Sliding Cover 


Open, Service Fuses Accessible 


A Wadsworth quality product of 
sound design, good material and 
careful construction. 


Switches that meet all the electrical 
requirements of the Power Com- 
panies—that have the same ample 
wiring space and construction as 


Wadsworth Indoor Accessible 


Fuse Switches. 


Switches that you can offer your 
trade with confidence. 





he WADSWORT 





OUTDOOR 


WEATHERPROOF 


METER SERVICE 
SWITCHES 


SAFETY 


Made in 30 Ampere Plug 
Fuse and 60 and 100 
Ampere N. E. C. Fuse 





TRICMEGG INC. —_09-Ampere BR try raat 








ntucky. 





Illustrating Interior Construction. 

Note Switch Blades in Clear Sight. 

Ample Space for Wiring, Setting, 
and Adjusting Meter. 











Co., Chicago; A. F. Hearl, American 
Electrical Supply Co., Chicago, and 
W. H. Coleman, General Electric 
Co., Chicago. 

Frank Shumaker, South Bend 
Electric Co., South Bend, Ind., and 
Arthur Hearl, American Electrical 
Supply Co., Chicago, were elected 
chairman and secretary, respectively, 
for the next six months. 

The advisory committee is as fol- 
lows: Howard Ehrlich, THE Jos- 
BER’S SALESMAN, chairman; Charles 
Dubsky, Crouse-Hinds, Chicago, 
Henry Reinhardt, Frank Adam Elec- 
tric Co., St. Louis, and W. H. Col- 
man, General Electric Co., Chicago, 
of the manufacturers ; August Kubec, 
Kubec Electric Co., Chicago, John 
Sweeney, Westinghouse Electric 
Supply Co., Chicago, and A. J. 
Calloway, Graybar Electric Co., In- 
dianapolis, of the jobbers. 

x * x 


Independent Electric Lights 
Miniature Golf Courses 

The Independent Electric Co., Mus- 
kegon, Mich., wired one miniature 
golf course in that city and through 
this first installation was able to sell 
three of the remaining six miniature 
golf courses in Muskegon, according 
to a report by J. B. Folsom, sales 
manager. Thus, due to the miniature 
golf courses, this firm has been able 
to make a decided increase in sales 
of reflectors. 








Harry J. Hornung has been elected 
vice-president and general manager of 
the Monroe Lamp and Equipment Corp., 
New York. Mr. Hornung has been affili- 
ated with the company for over seven 
years. 
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Sales That Come Easier and Stick Longer 


Youngstown-Buckeye 
Conduit was also used 
in this building of the 
Canal Bank & Trust 
Co., New Orleans, La. 


























VERY salesman 
knows that it’s 
easier to sell a leader 
—that an established reputation is 
worth many hours of sales talk. That’s 
why you will find Youngstown Buck- 
eye Conduit a headliner with somany 
leading electrical supply houses. 


Your customersalready know Youngs- 
town Buckeye Conduit by reputation. 
It is the most widely used of all rigid 
steel conduits. They know of its 
records of performance—that it is 
protecting the wiring in thousands of 
buildings from coast to coast. 





Architect— 
EMILE WEIL 
Electrical Contractor— 
HART ENTERPRISE ELECTRIC CO. 
General Contractor— 
oO. M. GWIN CONSTRUCTION CO. 























But in addition to 
these features which 
make it easier to sell, 
Youngstown Buckeye stays sold. 
One sale definitely proves its out- 
standing features, so that one sale 
invariably leads to another. This 
means the build-up of a profitable 
repeat volume. 


Electrical jobbers who have handled 
Youngstown Buckeye Conduit know 
that it is a profitable line—reducing 
selling costs and building up a 
permanent volume of conduit 
business. 


THE YOUNGSTOWN SHEET AND TUBE COMPANY 


One of the oldest manufacturers of copper-steel, under the 
well-known and established trade name “Copperoid’’ 


General Officeep—YOUNGSTOWN, OHIO 


— YOUNGSTOWN 


GALVANIZED SHEETS PROTECT ite 


SAVE WITH STEEL 


DISTRICT SALES OFFICES 
ATLANTA—Healey Bldg. DETROIT —Fisher Bldg. PHILADELPHIA— 
BOSTON—80 Federal St. KANSAS CITY, MO.— Franklin Trust Bldg. 
BUFFALO—Liberty Bank Bldg. Commerce Bldg. SAN FRANCISCO— 
CHICAGO—Conway Bldg. MEMPHIS—P. O. Box 462 55 New Montgomery St. 
CINCINNATI —Union Trust Bldg. MINNEAPOLIS—Andrus Bldg SEATTLE —Central Bldg. 


CLEVELAND —Term’!}-Tower Bldg. ‘NE 
DALLAS—M agnolia Bidg. 
DENVER— Continental Oil Bldg. 


ORLEANS—Hibernia Bidg. 
NEW. YORK—30 Church St. 
PITTSBURGH—Oliver Bldg. 


ST. LOUIS— 
525 Louderman Building 
YOUNGSTOWN-—Stambaugh Bidg. 


LONDON REPRESENTATIVE—TheYoungstown Steel Products 


Co., Dashwood House, Old Broad St., London, E. C. Eng. 
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H. B. Vaughan is General Manager 
of the Wahn Radio Co., Boston, 1s 
president of the Radio Wholesalers 
Club in that city, and 1s, as well, vice- 
chairman of the membership commit- 
tee of the Radio Wholesalers Association 
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ADIO 


In this editorial, H. B. Vaughan calls attention to 
the functions of the Radio Wholesaler’s Club of 
Boston, and points out how such local associations 
when organized properly can guarantee the success 
of the industry tn the key cities throughout the 


prosper is measured largely by his willingness 
to cooperate in movements that benefit the 
industry as a whole. 


The radio business in particular is in need of better 
understanding among those engaged in the business 
due to its particular background. Previous to the 
coming of radio, the music, automobile and electrical 
supply business had little in common. When they 
found themselves competitors it was therefore natural 
to regard each other with a certain amount of dis- 
trust, and to question each other’s motives. 


With the idea of forming a club that would pro- 
mote better business and social relations among those 
in the business, and in the belief that much could be 
accomplished through united effort, the Radio Whole- 
salers Club was formed. 

Membership now includes practically 100% of the 
distributors in the Boston district. This indicates a 
live group of distributors in this section but it also 
suggests an organization that is successful in its 
objective of helping the individual member. 

One of the most important fruits of this united 
effort is the annual radio trade show conducted along 
lines that differ from some of those in other sections 
of the country. 

In the interest of fellowship and fairness to all we 
have made a few rules regarding the conduct of the 
show that contributes largely to its success. 


In the first place an experienced show manager is 
employed at a fixed fee, to handle all details of the 
affair. A sample room floor is engaged at one of the 
leading hotels for the period of the show. To avoid 
favoritism lots are drawn for the different rooms to 
be occupied by distributors. 

No entertainment is given and no alcoholic drinks 
are permitted on the floor. Neither are balloons or 
other forms of stunt advertising permitted in or about 
the exhibit. In this way expenses are kept at a mini- 
mum and the display in each room gets attention 
according to the merit of the product. 

Over 3,500 invitations are sent to New England 
dealers and nearly all of them attend some time 
during the period of the show. In conducting a show 
along these lines we draw the busy heads of these 
concerns who come there to transact business. More- 
over, we are happily able to eliminate the chronic 


"Tee extent to which the radio distributor will 


country 


attenders who appear solely for the purpose of get- 
ting in on a “party.” 

Due to the fact that this is strictly a business show 
the exhibitors secure far more business, and through 
entirely fair methods, than would be had where the 
attention of the buyers is diverted by various forms 
of entertainment. The total cost per member is only 
that of the hotel sample room charge plus a small 
fee for incidentals. 


After a show a dinner is held for press representa- 
tives of news and trade papers in appreciation for the 
publicity given the show, which is an important factor 
in its success. No speeches are made at this dinner, 
for which fact the press is no doubt grateful. 


Cooperation with movements of the R. W. A. is 
one of our policies and most of our members also 
belong to that associatin. 

Confidence is necessary, not only among members 
but on the part of those outside the organization. 
This deserved confidence enables us, in many 
instances, to avoid law suits and preserve good will 
between members and retail dealers where a dispute 
arises. 


deny club has also been instrumental in protecting 
the radio business against harmful laws. An at- 
tempt was recently made to pass a city ordinance 
restricting the use of radios after 11 p.m. As laws are 
already in effect protecting the public from unreason- 
able disturbances we felt that this law was an attempt 
to curtail harmless amusement and accordingly we 
fought it. We were effective in handling this as well 
as in blocking the proposed law to prevent the use 
of radio sets on automobiles. The club has also been 
of influence in establishing the limits of distance at 
which a dealer can reasonably expect free delivery. 
Credit information is also exchanged as well as other 
forms of service furnished by any live organization 
which aids its members in the operation of their 
business. 

Cooperation among the wholesalers in this district 
has certainly aided the business of the individual 
members and where local conditions are not satis 
factory we suggest that the wholesaler ask himself to 
what extent he is contributing to the general welfare 
of others: for to that extent his own business will 
prosper. 
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Radio Wholesalers Association, Inc. 


Harry Alter, Pres. 


Chicago Chicago 


J. Newcomb Blackman, Vice-Pres. 
New York 





HE board of directors of the 

R.W.A. held a meeting in New 

York City on September 24, 
at which time the future policies of 
the association were discussed. J. 
Newcomb Blackman, chairman 
the tube committee, presented 
enlightening report on the trend of 
the tube market. It is planned that 
the tube committee will continue its 
activities with the full endorsement 
of the board. An active campaign 
tor membership will be started by 
the membership committee under the 
direction of Howard J. Shartle of 
Cleveland, culminating with the Feb- 
ruary convention. Harry Alter of 
Chicago presided. 


of 
an 


The new survey conducted by the 
executive offices of the R.W.A. on 
supplementary lines being handled 
by the members of the association 
is now complete and available for 
members of the group. Some inter- 
esting information is revealed by this 
survey as to the number of supple- 
mentary lines being handled and 
their different makes, experience, and 
so forth 

Executive Vice-President Erstrom 
just completed quite an extensive 
trip in which he visited the cities of 
Cleveland, St. Louis, Richmond, 
Washington, Baltimore, Philadelphia 
and the New York Radio Show. Mr. 
Erstrom reports optimistic trend in 
the business outlook for the radio 
retailer and distributor. 

At the board of directors meeting 
the RWA its unanimous ap- 
proval of a joint committee on tele- 
graph and cable codes for the electri- 
cal industry and voted to participate 
in this activity. 

The president’s message of the 
RWA, published in the August issue 


gave 


Robert Himmel, 


Howard Shartle, Sec. 
Cleveland 


Treas. 


we ADIO 
HOLESALERS 
ASSOCIATION 


Roy Thomas, Vice-Pres. 
Los Angeles 


H. G. Erstrom 
Executive Vice-Pres. 


Fred Wiebe, Vice-Pres. 
St. Louis 


James Aitken, Vice-Pres. 
Toledo 


Chicago 


Peter Sampson 
Chairman of Board 
Chicago 


The Information on this and the Following Pages has been Prepared N 
by H. G. Erstrom, Executive Secretary-Treasurer, by Authorization 
of the Board of Directors of the Radio Wholesalers Association 


On June 5, 1929 


of the RWA bulletin, quotes as fol- 
lows: “The experience most whole- 
salers have had in the past few 
months must, indeed have been dis- 
couraging, to say the least. Not only 
have sales been off but radio whole- 
salers have been confronted with, in 
most cases, severe credit problems. 
Now, however, things are beginning 
to look more optimistic. Reports of 
better business conditions around the 
country reach this office from time 
to time. 

“Apparently, there are but few 
manufacturers less this year than 
last; a number who were in financial 
difficulties are reported to be starting 
up again; so, apparently competition 
will be just as keen, and perhaps 
keener, for the balance of the year. 
There is only one answer, in my 
cpinion. Every distributor must set 
himself up to operate on a smaller 








Zi 


volume of business, at a profit. This 
can be done by eliminating extrava- 
gant methods and impractical pro- 
motional schemes and unwise adver- 
tising expenditures as cooperative 
advertising allowances. 

“T never could quite understand 
why a wholesaler should advertise 
in the newspapers under his own sig- 
nature; neither could I understand 
why a wholesaler should give up part 
of his legitimate profit in the form 
of advertising allowances; yet, these 
evils have existed in the past, and I 
might say that my own company in 
the past has been a victim of such 
wasteful methods. 

“What of the future? Are such 
conditions going to exist always? 
I think not. My own business will 
operate without being a ‘Santa 
Claus’ to the radio dealer. It is high 
time that the distributor of radio sets 





George H. Michel, president and L. C. Sarles, manager of the radio depart- 
ment at the Belmont Corp., Minneapolis, were visitors at the Edison Labora- 
tories, West Orange, N. J., where they were greeted by officials of the company. 


From left to right are: 


E. H. Phillips, credit manager; Roy S. Dunn, sales 


promotion manager, radio division; Harry Orbach of the Edison Radio News 
Service; Mr. Michel; Mr. Sarles, and R. R. Karch, assistant to the vice-president, 


radio division. 
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Tell ’em to listen to the 
Sylvania Foresters every 
Wednesday evening over 
WJZ, KDKA, KFAB, 
KWK, KYW, WBZ, 
WBZA, WHAM, WLW, 
WREN, Helping Your 
Sale of Lamps. 





PAT. OFF. 














get 








INSIDE- COLORED LAMPS 
HAVE TWO SORTS OF 
PROFITS -«-e«eeee ¢ e 


Make it plain to your dealers that two kinds of profit exist 
in Sylvania Inside-Colored Lamps—the profit from their 
sale — and the profit from their use. 

Table lamps, decorative art fixtures, sidewall brackets and 
other lighting mediums join to give a store new personality 
and added attractiveness when these inside colored lamps 
are used. People stop to look—and buy these new time 
lamps, that sell other merchandise too. 

And the name of Sylvania is nationally known. National 
broadcasting of the Sylvania Foresters, national advertising 
in newspapers and magazines for several years, have made 
famous “the flashing S, on a Green Oak Leaf.” 

And Sylvania Lamps — like Sylvania Radio Tubes — are 
winning new profits for hundreds of dealers. Mention them 
when you talk‘about lamps to your customers. 


NILCO LAMP WORKS, Inc. 


Emporium Pennsylvania 














LAMPS 


Licensed Under the General Electric Company’s 
Incandescent Lamp Patents 
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UNIT IF 





Showcase Lighting 


No. 90 single unwired unit for 
standard base T-10 tubular lamp, 
length 9 inches, height 1% 
inches, face opening 214 inches. 


Wall Case Lighting 


No. 96 for standard lamps to 60 
watt, length 9 inches, height 3144 
inches, face opening 414 inches. 


Refrigerator Lighting 


No. 40 for surface wiring for 
T-10 standard base lamps. Also 
available in completely wired 
and assembled sets. 


Bank Lighting 


No. 1012 Cashier Cage Reflector 
for two standard lamps of 25 
watt. 


Picture Lighting 


No. 624 Picture reflector for 
standard lamp to 60 watt, also 
made in tubular lamp size. 


Interior Electric Signs 


No. 2600 thin model electric 
sign. A variety of glass faces and 
mounting styles are available in 
these signs. 


For complete data 
send for Catalog 
No. 8. 





DAY“ DRITE morass 


_— Ave.- Saint Louis 








be put on a business-like basis, which 
means: 

The elimination of co-operative 
dealer advertising; the discontinu- 
ance of extra volume discounts to 
so-called “key” accounts; the intro- 
duction of sensible limits to credit 
extensions, and the insistence on col- 
lections of past-due accounts. 

If all distributors were to observe 
a policy based on the foregoing 
fundamentals, there would be a profit 
in it for the wholesaler, and the unfit, 
undesirable and poorly financed re- 
tailer would be forced out of a busi- 
ness in which he has no place. This 
statement has received such wide- 
spread favorable comment among the 
leaders of the radio wholesaling 
industry that it is changing the theme 
of the monthly RWA bulletins ap- 
pearing each month. Hereafter, in 
the bulletin will be two different con- 
crete articles treating with some 
particular phase of the wholesaling 
of radio merchandise as viewed by 
two of the Directors of the Asso- 


ciation. 
* * * 


St. Louis Holds Radio Show 


The sixth annual Southwest Na- 
tional Radio Show was held in the 
new Coliseum, St. Louis, the week 
of September 15. Sanctioned by the 
Radio Manufacturers Association, 
and held under the auspices of the 
St. Louis Radio Trades Association, 
this show, which has come to be out- 
standing among events of that char- 
acter, enjoyed its usual high success. 

Wm. P. Mackle, managing secre- 
tary of the association and show 
director, imported excellent talent for 
the occasion. A broadcasting station 
in full view of the audience kept the 
crowd constantly entertained. 

The attendance was most satisfac- 
tory, and from all indications the 
public, at least in that section of the 
country, is in quite a receptive buy- 


ing mood. 
2 @ 


Harrison Distributes Edison 
Radio 

The H. O. Harrison Co., San 
Francisco, automotive distributor in 
northern California, has just been ap- 
pointed Edison radio distributor for 
this territory, according to an an- 
nouncement by Horace H. Stillman, 
territorial supervisor for Thomas A. 
Edison, Inc. The H. O. Harrison 
Co. has not handled radios until now. 
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Are you taking advantage of 
your bigsest opportunity 


HE materials and workmanship 

you use on a wiring job are your 
best salesmen. And your best oppor- 
tunity to build a reputation and cre- 
ate mew opportunities for business 
comes after you have finished a job. 


Make sure these ‘‘salesmen” do full 
justice to you. Leave the way wide 
open for any boosts they can give you 
..by careful workmanship and selec- 
tion of wiring materials you know you 
can depend on. 

Cutler-Hammer Safety Switches as- 
sure entirely satisfactory performance, 
long service, a minimum of trouble... 


to sell? 


because of Cutler-Hammer’s knowl- 
edge of the conditions they have to 
meet... because of Cutler-Hammer’s 
manufacturing and technical re- 
sources. And their reputation adds to 
your reputation, making initial sell- 
ing easier. 

The Cutler-Hammer Line is com- 
plete, showing Safety and Meter-Ser- 
vice Switches for every need. Your 
electrical wholesaler can supply you. 
We'll send youa catalog upon request. 


CUTLER -HAMMER, Inc. 


Pioneer Manufacturers of Electric Control Apparatus 








1308 St. Paul Avenue - 




















Advantages of C-H 
“Standard Duty”’ 
Type C Switch 


(Bulletin 4131) 


\ Quick make and quick 
} break prevent burning of 
contacts, give far longer 
life. Molded crack-proof 
base. Rugged, care fulcon- 


struction. Small case yet easy to wire. Re- 
movable handle to prevent tampering. Six 
sizes, from 30 to 400 amps. 250 and 600 volts. 


MILWAUKEE, WISCONSIN 





Advantages of C-H Universal Meter 
Service Switches 
(Bulletin 4311) 


First standard device offering economical 
hr for branch circuits. Compact switch- 
lock combines enclosed sealed main f use and 
exposed accessible branch fuses in one unit. 
One ortwo blade types for two or three wire 
installations. Circuit dead fuse type. Connec- 
tions conveniently located. 


























Advantages ot C-H 
General Duty 
Entrance Switch 


(Bulletin 4141) 
Type C design and con- 


struction. Smaller in size, 
ample wiring space. Small- 
er switch bases. Quick 
break to reduce arcing and 


prolong life. Plug fuse or cartridge fuse type. 
21 sizes, from 30 to 100 amperes, 125 and 250 


volts. Low price. 


CUTLER HAMMER 











High Quality Safety Sw S, ches for Every Servi 
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The Answer To a Lot 
of Questions— 


HEN a prospect asks if there is a conduit that 

cuts and bends and threads easily—that has 
welds that won’t open during working—that pos- 
sesses a workmanlike finish and looks good on 
exposed work—that has a raceway so smooth that 
fishing time can be materially reduced—just point to 
the little label that identifies every length of Fretz- 
Moon Conduit. 

Furnished in three finishes—Galvite (electro gal- 
vanized), Galvite Hot Dipped (hot dipped galvan- 
ized) and Enamelite (black enameled)—each a favorite 
with hundrds of jobbers who have found them to be 
good will builders and therefore profit producers. 


Glad to tell you more about the sales possibili- 
ties of this unusual conduit—Fretz-Moon. 


Fretz-Moon Tube Company, Inc. 
Butler, Pa. 
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W. A. Roosevelt Installs 
Payment Plan 

The W. A. Roosevelt Co., La 

Crosse, Wis., has put into effect a 

time payment plan for its dealers to 

be used in selling radios. 











* * x 


A Good Drive Needs a 
Good “Follow-Thru” 
(Continued from page 18) 

datings on the orders written. The 
jobber has the merchandise and it is 
not held back. In this case, most of 
the merchandise was in the dealers’ 
hands by September 1. 

Following this first drive and the 
closing up of stock orders, things are 
not allowed to lapse into a state of 
quietude. Both the specialists and 
the regular salesmen keep the matter 
of Christmas sales before their deal- 
ers at all times, up to the season of 
actual holiday activity. They are con- 
stantly giving suggestions and lend- 
ing encouragement for the develop- 
ment of record breaking performance 
when the season arrives. Further- 
more, as soon as the main drive is 
over later inducements are offered 
from time to time. Notable among 
these is an offering of discontinued 
numbers. In a large line such as 
theirs there are always a number of 
items that have been replaced by 
something a little more advanced. 
Stock of all numbers so replaced is 
gathered together and made up into 
a special Christmas offering that the 
dealers can use for leaders at the 
season. A special dealer drive is made 
on these specials. But in so doing 
they are kept separate from the regu- 
lar line and are campaigned as spe- 
cials only. 

As can be seen, there is no novelty 
in this plan pursued by the Electric 
Corporation. It is purely the appli- 
cation of sensible procedure plus an 
earnest endeavor on the part of all 
to get the job well done on a certain 
definite schedule. 




















































* o* * 





Painting the Home with 
Light 
(Continued from page 15) 

of the electrical wholesaler — where 
does he come in, logically? Based on 
the perfectly sound premise that the 
jobber and his salesman are the most 
important links in the electrical in- 
dustry, you'll find that your dealers 
aren’t going to do much about Christ- 
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COLT’S PATENT FIRE ARMS MFG. CO., 


The Texas Rangers, =m depended on their Colts 


At Palo Alto, at the battle of Resaca de 
la Palma and in scores of tight places, 
the famous Texas Rangers drew their 
Colts. In the days when a Ranger slept 
with his head on a piece of hard beef to 
keep the wolves from getting it, the 
faithful Colt served him well. Captain 
McCulloch’s Rangers gave battle with 
the Colt under General Taylor at Mon- 
terey, in 1846—and the Texas Rangers 
were the first semi-military 
policing body to adopt the 
Colt for their arm. 


Fact and fiction would be 
lost without the Colt and the 
needed protection it offered. 


To the electrical industry, 


Established 1836 








ELECTRICAL MEN, TOO, DEPEND 


Safety Switches — QuadBreak, Nublade, 
and Motor Starting, Meter Service, En- 
trance Switches and accessories, fuses 
and cutouts, Cast Iron Service and Fuse 


Boxes, Underground Distribution Boxes, 












OLT 
DARK 


Electrical Division, HARTFORD, CONN., U. 
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Colt offers protection to electrical equip- 
ment just as real as the Colt held in the 
hand of a Texas Ranger. NOARK, 
that famous line of safety switches and 
meter protective devices, is a member 
of the Colt family, ably supporting a 
great tradition and carrying out the 
Colt policy of concentrating on the 
manufacture of things mechanical. To 
this policy are geared men who are 
specialists in watch-like 
methods of precision, mod- 
ern machinery and advanced 
engineering thinking. When 
you install any NOARK pro- 
tective device you are install- 
ing a Colt product. 


Electrical Division 1886 


















S.A. 





ON COLT-NOARK PRODUCTS 


and Moulded Line material all NOARK, 
all Colt products, 

Send for Catalog ‘“F’’ 
scription. 

“The Rampant Colt,” an interesting pub- 
lication, mailed on request. 


and detailed de- 
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MURRAY 


fare TY SB VILITCHES 


SKY HIGH QUALITY 





205 East 78th Street Apartment, New York City 


Meter and Switch Installation by 
Wm. Leibfried Co., 11 East 44th St., N. Y. C. 


Supervision of C. Vandyck See 


METROPOLITAN 
DEVICE GORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN: NEW YORK 





H. A. Schmerheim, president of the 
H. A. Schmerheim Electric Co., Sag- 
inaw, Mich., was having a hard time 
keeping the “Rover” still enough to have 
this picture taken. The photographer 
had to take the picture in-between barks. 





mas lighting unless the initiative 
comes from you. Agreed they will 
have counters of colored bulbs, yards 
of cord and tangles of sockets in 
series and in parallel. And, no doubt, 
the availability of these decorative 
outfits alone will result in more and 
better Christmas lighting in each 
community this year than last year. 

But that’s not developing the mar- 
ket, that’s not taking advantage of a 
growing activity that, once headed 
right, will multiply itself to the grati- 
fying profit of jobber, his salesman, 
contractor and dealer alike. Selling a 
few sets of six small bulbs and a 
length of cord isn’t much, but when 
block after city block really decorates 
at Christmas, you’ll have yourself and 
all your dealers believing in Santa 
Claus all over again. 

People demand ideas. The effort 
in designing and installing a display 
more often discourages Christmas 
lighting than the investment in ma- 
terials. Right now is the time for 
your dealers to work up general ideas 
for decorative effects, and in this 
matter electrical contractors should be 
vitally interested. There are many 
new and attractive effects which light- 
ing engineers have worked up to be 
used on the average home, and it is 
through the salesman, and thus 
through the contractor and dealer to 
the public, that these effects must be 
presented. 

One of these ideas is applique light- 
ing, which need not be expensive, yet 
furnishes a real profit to jobber, con- 
tractor and dealer alike. But the 
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QUALITY s PARAMOUNT! 





Economy Fuse & Mfg. Company | 
CHICAGO, U.S. A. 
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CRESCENT WIRE 


runs uniform to a degree that is not surpassed. 

Physical tests have proven it to be of superior 
quality. 

Experts familiar with fine precision wire have set 
upon it their seal of approval. 

The use of CRESCENT WIRE in all of your 
installations will go a long way toward building your 
reputation. And developing your business by building 
a good name is a safe and sure way to success. 

Therefore— 


Use CRESCENT WIRE ALWAYS! 


CRESCENT PRODUCTS 


“Crescent” National Elec- “Crescent” A. B. C. Ar- 
tric Code Rubber Cov- mored Bushed Cable. 
ered Wire and Cable. “Crescent” Lead Covered 

Intermediate Grade Rub- Armored Cable. 
ber Covered Wire and“Crescent” Flexible 
Cable. Metallic Conduit. 

“Imperial” 30% Rubber‘‘Crescent’’ Varnished 
Covered Wire and Cambric Cable, Lead 
Cable. Encased or Braided. 

“Crescent” Lead Encased All kinds of special wires 

Wire and Cable. and cables. 


RESCEN| 


Insulated Wire and lable Co. 


CRESCENT ARMORED WIRE CO. 
TRENTON N.u- 


FORTY-ONE YEARS OF KNOWING HOW IN EVERY CRESCENT PRODUCT 





prospect must be shown what applic) 
lighting will do, and some such dem 
onstration as shown .on this pag: 
must be available at the dealer’s and 
contractor’s establishments. 

And suppose the dealer’s customer 
wants to spend less than it costs to do 
an applique job, and still wants some- 
thing different and attractive. The 
dealer should be encouraged to work 
up half a dozen designs for lamp 
strings over the doorway, in the win- 
dow, on the tree. These designs 
should be various in the expenditure 
in equipment they demand, of course. 

Where the customer is more ambi- 
tious, and wants to do a floodlighting 
job, the contractor-dealer who is likely 
to be on the job should be in a posi- 
tion to supply ideas as well as equip- 
ment, and to supply ideas he must be 
ready. 

The home interior is equally as im- 
portant to the home owner and to the 
electrical trade. Plenty of colored 
and flame tint lamps will help to give 
the interior a festive yet cozy aspect. 
Red and green colored lamps will 
probably predominate, but there is a 
place for the lighted ornament and 
the rich warmth of flame tint as well. 
Many a customer will overlook these 
matters, busy as he or she is with the 
outdoor or Christmas display, unless 
the dealer is thorough in his mer- 
chandising of decorative lighting. 

The jobber’s salesman must first 
be aware of the size and desirability 
of the market himself, and familiar- 
ize himself with the available equip- 
ment, which is more varied and ap- 
pealing each year. Then he must sell 
his dealers on the idea of taking on 
an adequate stock of the better grades 
of lamps and units, so that the cus- 
tomer may be denied nothing he may 
want. 

Electrical leagues, chambers of 
commerce and other civic groups are 
behind Christmas lighting in a big 
way. They are doing half of the 
dealer’s job for him. But few deal- 
ers realize it. The jobber’s salesman, 
in approaching the dealer on the sub- 
ject of his Christmas lighting stocks, 
must make the dealer aware of the 
increasing market, of all the forces 
that are working in his behalf, and 
of the necessity of anticipating the 
market with adequate stock and mer- 
chandising plans. 

For the close of the year 1930 is to 
see the finest season of Christmas 
lighting on record. The market 1s 
ready—let’s make the most of it. 
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46RSOR SERRE 


a Firestone 
FRICTICN 
TAPE 


Insulating lead wires on Northern 

Ohio Power and Light Company 

street light regulator at Gorge 
Power House, Akron, Ohio 


LONG LIFE- 


and easy handlin g make this the 


world’s most economical tape: 


Firestone has specialized in making a tape that is easy to 
apply—that quickly fuses into a one-piece jacket, giving the 
advantages of a solid coupling—cutting taping time and 
taping costs. The tacky, adhesive rubber clings wherever 
you place it, providing tight, snug-fitting insulation—the 
only kind for sure protection of expensive equipment. Safety, 
easy handling and infrequent replacement make Firestone 
High-Test Tape the most economical on the market. We 
invite your inquiries concerning specifications and prices. 
Packed in bulk for the shop and in display cartons for 
retail. Write the nearest Branch or the Home Office, at 
Akron, Ohio. 


FRICTION TAPE 


Copyright 1930, The Firestone Tire & Rubber Company 
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GLASS and 
PORCELAIN 


Insulators 
ere 


SUPREME 


Set Manufacturers are practically unani- 
mous in insisting that dealers install 
efficient aerials, with CODE material. Sell 
sets and keep them sold. 

—~p— 


JOBBERS: Stock KNOX Code Stand- 
ard Glass or Porcelain Insulators, Ground 
Clamps, Window Lead-In Strips, etc., 
NOW. Take care of your dealer de- 
mands. 


=p 
Distributed through Jobbers only. 
—< 


Ask for Catalogue. 


MANUFACTURED BY 


KNOX PORCELAIN CORPORATION 
KNOKVILLE, TENN. 














STANDARD FOR RESIDENCES, SMALL APARTMENTS, ETC. 


KILLARK 


BlueBell 


DOOR BELL 
TRANSFORMERS 


Fifteen years on the market and over a million in use 
indicate the popularity and real merit of Killark “BlueBell” 
Transformers. They are finely made and covered by an 
unlimited guarantee. No “BlueBell” has ever worn out. 
Uses next to nothing in current. Listed as standard by 
Underwriters Laboratories. 


Consult your Killark Resale Price Sheet 
for prices, carton quantities, etc. 


Killark Electric Mfg. Co. 


3940 EASTON AVE. ST. LOUIS, MO. 





\ 


PL 




















T. J. O’Brien 
(Continued from Page 20) 

but he wisely declined. However | 
kept this job for three years an 
saved as much as possible for t! 
day when he would go into busines 
for himself. 

At this time he resigned and took 
a two months’ vacation which he 
spent in Bermuda and other parts of 
the West Indies. The hard work he 
had done was beginning to affect his 
health and he decided that a rest of 
this kind was absolutely necessary. 

Then Mr. Edwin C. Lewis, a suc- 
cessful contractor, decided that he 
would like to enter the electrical sup- 
ply business. However, he knew 
nothing about the merchandising of 
electrical goods. For this reason he 
sent for Mr. O’Brien and J. B. Ward, 
the general manager of the Ward 
Drouet & Foster Company. Mr. 
Ward became general manager of 
the newly organized company, incor- 
porated as the Lewis Electrical Sup- 
ply Co., and Mr. O’Brien handled 
the sales. Mr. Lewis had the reputa- 
tion of being quite firm, but Mr. 
O’Brien found him to be entirely 
fair and honorable and the business 
association was the most enjoyable. 

In November, 1917, Mr. O’Brien 
resigned this position to prepare for 
a business of ‘his own which was 
incorporated January 1, 1918. 

The volume for the first year was 





M. A. Oberlander, oldest employee ot! 
the general department of the Graybar 
Electric Co, New York, presented 
Frank A. Ketcham, president and nation- 
ally known figure in the electrical indus- 
try, with a gold service pin emblemat! 
of 30 years’ service with the Grayba 
organization. 
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wai and the 
ROMEX 


conductors 
are free 


The RomeX rip cord doesn’t 
break. It is strong, unyielding 
hemp. It will strip the tough 
outer sheathing as fast as it is 
pulled. The stout kraft wrap 
over the individual conductors 
spins off with a single pull— 
and there you are! 

RomeX is easy to handle, quick 
to install. Preparing the ends for 
connection to boxes is simple. 
The whole job is done faster 
with RomeX. 


Light in weight, extremely flex- 
ible, easy to “fish” through tight 
places. No special fittings are 
needed. All these things add to 
the ease and speed of RomeX 
installation. 


RomeX offers you the chance 
for more sales oftener. 





GENERAL CABLE CORPORATION WY 


XECUTIVE OFFICES: 420 LEXINGTON AVENUE, NEW YORK e OFFICES IN PRINCIPAL CITIES 
° 
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Consider the many uses 


of this new 


NEON GLOW LAMP 


N the home and garage the new 2-Watt Neon Glow Lamp 
finds many uses. As a night light in bathroom, bedroom, 
cellar, on stairway, in garage and to illuminate house num- 
bers. Also in industry —as annunciator, signal and test lamps. 


Can be kept lighted day and night for a month and will 
use less than 5¢ worth of current! Fits standard socket— 
110 A. C. or D. C. Unlike ordinary electric lamps, there’s 
no filament to break. Instead, a metallic disk which with- 
stands shocks and vibrations affords service for hundreds of 
hours. Write for details—and the sale and profit possibilities 
of this unique lamp. General Electric Vapor Lamp Co., 891 
Adams Street, Hoboken, N. J. 


Join us in the General Electric Hour, broadcast every 


Saturday evening, on a nation-wide N. B. C, network 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


(Formerly Cooper Hewill Electric Company) 


472-A © G. E. V. L. Co., 1930 








Buildings 
of Distinction 


HE Chicago Daily News Building has found that Quad 
Lighting Units efficiently and economically meet. illumi- 
nating needs. 


The Chicago Civic Opera Building, Field Museum and other 
well-known buildings throughout the nation have had a simi- 
lar experience. This is one of the reasons why Quad Lighting 
Units are grow- 
ing steadily in 
favor with ar- 
chitects, distribu- 
tors, contractors 
and owners. 


Write today for 
helpful informa- 
tion on the com- 
plete Quad line. 
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QUADRANG LE MANUFACTURING CO. Incorporated 
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$43,000 and as with many anot 
business it was a most trying peri 
In addition to this Mr. O’Brien | 
been married only a few months 
the time so he faced the new respon 
bilities of married life and the ow: 
ership of a business at the same tim: 

Money had been borrowed to 
finance the concern and it was neces 
sary to use the first profits in repay) 
ing this loan. For some time afte: 
that all available money was turned 
back intc the business for necessary) 
capital. For this reason the O’Brien 
family lived very modestly during 
this period. 

The company dealt exclusively in 
electrical supplies from the time of 
its organization until 1923 when radio 
was taken on as a side line. Since 
then radio sales have grown to such 
an extent that they now form 75% 
of the business of the company. 

In 1924 Mr. O’Brien was appointed 
Police Commissioner for the city of 
Hartford and served in that capacity 
for three years. During this time he 
took a vacation trip to Europe. 
Working in cooperation with the 
manufacturers of the radio he dis- 
tributes (Grebe) he arranged to pre- 
sent a very fine model to the King 
of Spain. The radio was to be pre- 
sented from Mr. O’Brien as an 
official of an American city, and not 
as a radio distributor. 

His experiences in getting the radio 
into Spain were both amusing and 
exasperating. At the customs office 
there was a delay, due to the errone- 
ous notion on the part of certain 
officials that import duty should be 
paid on the set. When this was 
straightened out it was shipped by 
express to Madrid where it arrived 
11 days later. 

The slowness of transportation is 
accounted for by the fact that it is an 
old Spanish custom to check the con- 
tents of cars at frequent intervals to 
discover whether there has been any 
thefts. Shipment of goods by freight 
is an extremely dubious adventure 
and their arrival is a matter of weeks 
—if at all. 

Mr. O’Brien is a highly active typ 
of man who plunges into his work 
with a vigor and concentration that 
would do credit to two men. In order 
to keep fit he finds it profitable to 
take a full month for vacation, both 
winter and summer. This gives him 
time for interesting travel, both at 
home and abroad away from the cares 
and worries of business life. 
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OUBLE BREAK SWITCH 


= 7 with 

©] 
9O/ 
OVERLOAD 


RUPTURING 
CAPACITY 


The double break switch of the NEW SQUARE D 

Safety Distribution Panels is capable of rupturing 

si currents 50% in excess of their maximum rated 
capacity without flashing over, breaking down, or 

in any way being a hazard to the operator. In 

laboratory tests the switch has ruptured currents 

from 250% to 1000% over its rating—more of an 
| overload than will ever be met in actual service. 
The entire panel—as well as each unit—is totally 

| enclosed (dead front). Nolive parts can be touched. | 

| Opening any unit instantly disconnects all live parts, 





a FE 


ea 








leaving the fuses accessible upon a fixed base. No 
weight is carried on the door, assuring perfect 
alignment. There are other exclusive features of the 
NEW SQUARE D Safety Distribution Panels which will 
interest you. Just call our nearest Sales Engineering 
office or communicate directly with the home office. 


SQUARE D COMPANY, DETROIT, U.S. A. 
Factories at: Detroit, Mich., Peru, Ind., and Milwaukee, Wis. 


SQUARE D COMPANY, CANADA, LIMITED, WALKERVILLE, 
ONTARIO | 


BRANCH OFFICES: Toronto, Montreal 
Affiliated with 


DIAMOND ELECTRICAL MANUFACTURING CO., LTD. 
Los Angeles San Francisco 

















By reversing the double break switch element of the NEW SQUARE D Safety Panel 
which is mounted on the hinged door, it is possible to kill the circuit even when the 
door is closed. The position of the element is indicated by “‘on’’ and “‘off’’ markings 
visible on the face of the door. Note that all poles are made or broken simultaneously. Houston i 








BRANCH OFFICES 
Atlanta Dallas Kansas City Pittsburgh 
Baltimore Davenport Little Rock Portland 
Boston Denver Los Angeles Richmond 
Buffalo Detroit QUARE D Milwaukee San Francisco 
Chicago Grand Rapids Minneapolis Seattle 
Cincinnati Houston SAFE TY D (fe PANEL New York St. Louis 
Cleveland Indianapolis > Philadelphia Syracuse 




















SQUARE D MAKES A COMPLETE LINE OF ELECTRICAL CONTROL EQUIPMENT 


Motor Circuit Switches , 
Magnetic Contactors 
Pressure Switches 
Disconnect Switches 
Float Switches 


Specialty Division, Peru, Indiana 
Special Electrical Devices 


Special Porcelain Products 
Porcelain Insulators 


Voltage Testers 
Meter Service Breakers 


Industrial Controller Division, Milwaukee 
Automatic Starters 


Switch and Panelboard Division, Detroit 


Industrial Safety Switches 
Meter Service Switches 
SQUARE-Duct (the rigid suspension 

method for wiring) Combination Starters (Automatic 
Panelboards for Both Lighting and Starters with Motor Circuit Switches) 
Power Compensators, Both Automatic and 


Fuse Cabinets Hand-Operated 


Outdoor Meter Boxes Speed Regulators sia 
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Safety 


Special 
Spring Steel 


Universal 
Jaws 


Sizes 
Meet all 
Needs 


The SHERMAN line includes battery clips 
in three sizes, for series charging, constant 
potential charging and the charging of radio 
batteries. Made in one piece of special spring 
steel, then heavily coated with hot lead, the 
SHERMAN clip will last for years—current 
is carried by the whole piece. The SHER- 
MAN clip is all spring—grips like a vise. 
There are no loose parts, joints or pockets 
for acid and fumes to corrode. Finally, the 
SHERMAN handy terminal makes connection 
to cable or wire easily, quickly and positively. 
SHERMAN clips are not costly because they 
endure—and no replacements are necessary. 


Hot Lead Coated 


Hand 
Grip 


One Piece 


Handy 
Terminal 


Uniform 
Grip 


Generous 
Size 


Sherman 
Battery Clips 


Standard Carton 


Sold Thru Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 











FLEXCO-LOK 
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The new popu- 
lar “‘inside’”’ re- 
flector protects 
the hand from 
contact with the 
hot reflector 
shell, 


Flexible Steel 
Lacing Company 
4698 Lexington 
































Subscribers 


Youcan’tafford to 
miss a single issue. 
Give us your new 
address if you 
have moved. 


ONS 


Be A Booster 


Tell your friends 
about 
The 
Jobber’s Salesman 








How About Supply Sales 
(Continued from Page 12) 


written. Says he: 

“Do your customers know whia 
you have for sale? I believe there ; 
no exaggeration in the statement tha: 
sales could be increased fully twenty 
percent if salesmen sold’as much as 
possible to each customer. This 
means getting maximum attention 
for all lines handled.” 

Ponder that one. Right now, as | 
have said, the emphasis is upon ap- 
pliances. That is right, proper and 
profitable. But why does it not occur 


_to us that appliances need cords, that 
cords need plugs, that plugs need con- 


venience outlets, that convenience 
outlets must be housed jn boxes and 
connected to circuits, that the circuits 
must run in pipe or BX or on knobs 
and through tubes to panels which in 
turn must be boxed and provided with 
switches and fuses? Why ?—sezzi. 

The sad fact of the matter is that 
most of us have heads like hens. We 
think of only one thing at a time. 
When the boss says, ‘A little pres- 
sure on the appliances, feller,” we 
wrap the supply items up in cilice 
bundles, tie ’em with tape, pack ’em 
in cardboard boxes and stow ’em 
under the counter just like they do 
with the underpants in France. We 
are, or seem to be, unable to put 
pressure upon one department of our 
very variegated business without tak- 
ing an equal number of pounds of 
pressure off some other department. 

“Sales could be increased twenty 
percent,”’ says Hotchkin, “by getting 
maximum attention for all lines 
handled.” 


That means steady pressure on 
everything from the appliance to the 
coal pile. It means keeping all your 
goods on display—as Woolworth 
does. Just because certain seasonable 
items are “up front” is no reason 
why the temporarily less prominent 
items should be wholly stowed away. 
As a matter of fact, the sale of these 
Christmas appliances we’re all talk- 
ing about depends upon the prior 
sale of the wiring and equipment 
which makes the appliance available. 
Hence the importance, from an ap- 
pliance sales standpoint, of the supp!) 
items. 

And the way to make those supply 
item sales is—display—in the case 
of the jobber’s salesman, catalog-plus- 
conversation display—‘“getting max! 
mum attention for all lines handled.” 














October, 1980 THE JOBBER’S|JJ]SALESMAN 


111 








FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN 1N THE INDUSTRY. 


| ee this = 
STRENGTH? 






TRENGTH is something it’s worth while talking about 
when you want to interest your customers in the advan- 
tages of STEELTUBES. This photograph was taken with a 
200-pound man hanging full weight from a STEELTUBES 


installation. 


There was no special tightening up in advance . . . no special 
precautions. Yet the tubing was held so firmly in the grip of 
the couplings that there was no slippage anywhere. 


In laboratory tests, STEELTUBES Couplings and Connectors 
have stood strains far beyond the weight of this man . . . 
greater strains than any likely to be met with at any time in 
actual use. 


One of the things that makes STEELTUBES easy to install is 
the simplicity of these couplings. No need to take them apart. 
Just slip in the STEELTUBES and tighten. Even heavy, long- 


continued vibration won’t loosen the grip. 


In strength, as well as in appearance, STEELTUBES gives 


your trade quality that measures up to their strictest standards. 


Electrical Division 


STEEL AND TUBES, INC. 
Cleveland, Ohio 
(A Unit of Republic Steel Corp.) 


D4 threads son Electrical Metallic Tubing is 
D4 threads strong, light and easy to handle. Costs 


less to buy. Saves time and money on the job. 


Steeltubes 

























STEELTUBES 
(E. M. T.)* 


has the same 





inside diameter 







as heavy con- 
duit. Made in 
three sizes 
(34”, %4” and 
1”) 
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MANUFACTURERS 
NEWS 











General Cable Combines 
Twelve Companies 


On October 1, the sales, manufac- 
turing and accounting operations of 
12 companies maintaining 22 offices 
will be combined into a single organi- 
zation known as the General Cable 
Corp., with its central accounting 
office at Rome, N. Y. In this way 
one contact covers sales and _ sales 
service for all products of the firm 
from any of its plants or warehouses, 
and purchasing and accounting will 
be simplified. 


* * * 


Cutler-Hammer Acquires 
Schweitzer and Conrad 


Cutler-Hammer, Inc., Milwaukee, 
Wis., has acquired all the common 
stock of the Schweitzer and Conrad 
Co., Inc., Chicago. Beverly L. 
Worden, president of Cutler-Ham- 
mer, has also been elected president 
of Schweitzer and Conrad. Mr. Con- 
rad and Mr. Schweitzer will become 
consulting engineers and members of 
the board of directors. F. R. 
Bacon, chairman of the Cutler- 
Hammer board of directors, F. L. 
Pierce and L. A. Lecher, are other 
members of the new Schweitzer and 
Conrad board of directors. 

x * x 


Appleton Buys National 
Appliance Floodlights 
Purchase of the complete line of 
National floodlight projectors of the 
National Appliance Co., Inc., Jack- 
son, Mich., has been announced by 
the Appleton Electric Co., Chicago, 
for incorporation in the Appleton 
line. 
*K * * 
Apex Enters Electric Refrig- 
eration Field 
The Apex Electrical Mfg. Co., 
Cleveland, is in production on a new 
electric refrigerator to be made in 
two sizes, one for household use and 
the other for apartments, according 
to an announcement made by C. G. 


Frantz, president. The manufacture 
and sale of the new refrigerator will 
be handled by a separate division of 
the present company with James M. 
Michael general sales manager and 
H. J. Walker and his son, Norman 


Walker, consulting engineers. 
_ 


American Circular Loom 
Opens New York Office 


The American Circular Loom Co., 
New York, now has its own sales 
force working directly from the New 
York office at 233 Broadway. The 
staff selling “better wiring materials” 
includes: C. E. Cyphers; H. F. Nel- 
son; J. D. Murray; W. D. Van Dyke; 
W. R. Aitken; F. W. Burke, and 
E. C. Mager. 


* * 


C. W. McFee Made Edison 
District Sales Manager 
The Edison Lamp Works, Nela 
Park, Cleveland, announces the ap- 
pointment of C. W. McFee as district 
sales manager, east central district, 
with headquarters in Cleveland, re- 





placing L. W. Teegarden, resigned. 
Mr. McFee was formerly manager of 
the Cincinnati office. 

2. 2 


Armstrong Elects Vice- 
President 
C. N. Bunnell has been elected 
vice-president of the Armstrong 
Electric & Mfg. Co., New York. 
* 


* x 


Fretz-Moon Appoints New 
York Representative 

The Fretz-Moon Tube Co., But- 
ler, Pa., announces the appointment 
of the N. B. Corey Co. of 81 Murray 
Street, New York City, as its repre- 
sentatives in the metropolitan district 
tor rigid conduit. 

The territory assigned covers 
northern New Jersey, New York 
state, to and including Albany, and 
Connecticut, to and including Bridge- 
port. 

A complete stock of both electro 
and hot dipped galvanized conduit 
will be carried in the warehouse of 
the Corey Co. at 81 Murray St. 





ig: 
i 


Presenting the Electric Club, Fort Worth, Tex., after one of its weekly luncheon 


meetings. Rear, left to right are: M. O. Burt, secretary; G. C. 


Moore, Economy 


Electric Supply Co., president of the club; B. W. Shafer, Southwestern Bell Tele- 


phone Co.; 


Ralph Werner, F. J. Keller Co.; A. H. Keen, General Electric Co., 


and Eugene Ashe, Ashe Electric Co. Front: Dave Miller, American Electric ©o.; 
Pat Allert, General Electric Co.; R. E. Hendricks, Texas Electric Service Co., and 


“Fritz” Keller, F. J. Keller Co. 
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TRUMBULL MOTOR 
CONTROL SWITCHES 














Break Stalled 
Rotor Currents, 
thus providing 
your Customers 
with installations 
that insure 


SAFETY 


Group of “Circle T’? Motor Control Switches 
jor P 


in an Automobile Plant. 











Workmen in Industry 


Trumbull Motor Control Switches are used 

in practically all industrial plants. The real 

value of these switches is in their ability to | 

take care of the maximum load for which they | 

are rated under the most severe operating | 
| 





conditions. 


They can be operated, not only under load, 
but even when the motor has become stalled 
without danger to the operator or damage to | 
the switch. | 





No. 36362 | 
575 V.A.C. 3 or 4 pole—230 volts (10-40 H.P.) 
575 volts (20-40 H.P.) 


Sold Through Wholesalers 









BOSTON wits uc NEW YORK 
: 1002 Statler Bidg. BRANCH PANELBOARBANY SW _ FACTORY AT 803 Lincoln Bidg. 
SAN FRANCISCO Branch Factories—Switches, Getidhbeerte and Panelboards: CHICAGO 
4’ A. G. Electric . Co. Division = 
n 32 Fourth St. Los ANGELES, oa ‘SUATTLE, WASH. 2001 W. Pershing Rd. 
, PHILADELPHIA 
£11-519 N. Broad St. ATLANTA OE TNS Breinera St. 


A GENERAL ELECTRIC QB ORGANIZATION 
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New Electrical Products, Illustrated 





HE “construction work floodlight” 

produced by the Reflector & Illumi- 
nating Co., Chicago, is designed to meet 
the requirements of severe and unusual 
working conditions. It is equipped with 
a shatter-resisting, silver-plated glass re- 
flector, which prevents the reflector from 
shattering and falling to the bottom of 
the housing. It is said to keep intact 
although cracked. This unit is adjustable 
for 500 to 1,000 Watt type “C” PS lamps 
and beam spread of 12 to 90 degrees. It 
is made with smooth reflector for narrow 
and medium spread, or with stippled 
reflector for broad beam. 


HE new Snead corridor light- 

ing device, recently introduced 
to the trade by Snead & Co., Jersey 
City, N. J., is designed especially 
for library bookstack corridors, stor- 
age rooms of factories and public 
buildings. Reflector and receptacle 
were worked out together so as to 
obtain the maximum amount of 
headroom. It is built entirely of 
steel and the shape is said to prop- 
erly direct the light rays and at the 
same time to prevent loss of effi- 
ciency through accumulation of dust. 
The white vitreous enamel coating 
gives a high reflecting value and also 
a pleasing quality of illumination. 











ULL Dog Electric Products Co., 
Detroit, announces an addition 
to its line of dead front “Saftofuse” 
(fusible switch) units. This is the 


RROW Electric Division of 
Arrow-Hart & Hegeman Elec- 


double branch, three-pole, 30 amp. 
bakelite unit illustrated in front 
view above, where it is shown with 
the fusible switch heads removed, 
and also the insulating cover show- 
ing the quick and easy wiring con- 
nections. 








NION Insulating Co., Parkers- 

burg, W. Va., has a new idea 
in bakelite eveready sockets, which 
are asserted to be absolutely water- 
proof. The base carries two pin 
contacts. The stranded wire is in- 
serted in the wire grooves and cap 
screwed down tightly. It is said 
that no stripping of wires is needed. 








tric Co., Hartford, Conn., is an- 
nouncing a new line of ceiling pull 
switches with outlet box covers, 
known as Nos. 5020 to 5031 inclu- 
sive. The advantage of this new 
product is that the switch is not 
mounted in an outlet box cover, but 
the two are in one device, making 
possible a better installation and a 
neater finished job. These ceiling 
pull switches are made in three and 
one-fourth in. cover in single pole, 
double pole, three-way, four-way, 
two-circuit and three-circuit, and 
also in all these kinds in four in. 
cover. 


ISE-McCLUNG Corp., New 

Philadelphia, O., has intro- 
duced its “Jiffy” electric trouser 
presser. With this appliance trou- 
sers can be pressed while one 1s 
shaving or bathing. This device 
combines three elements which are 
said to be essential to speedy and 
perfect pressing: heat, moisture and 


pressure. 











LOW ttorches of various kinds 
are being produced by the 
Lasher-Weeber Co., Boston. The 
latest design is the “Jim Dandy,” 
illustrated, which is made in two 
models. The two are similar except 
that No. 250 is intended for heavier 
duty than No. 675. Both use alcohol 
fuel and supply a four-in. flame that 
is 3% in. at the nozzle and tapers to 
a needle point, with a heat of 2000 
degrees F. The lamp barrel can be 
rotated and used as an extended 
handle. 
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pic PASGILL NEWS 


Published Monthly by 


McGill Manufacturing Company, Box 658, Valparaiso, Ind. 
to bring you friendly thoughts and news about 
Electrical Specialties of Quality 








OCTOBER 1930 




















Get the complete and interesting 
facts yourself, and then get the 
customer’s ear and sell him on 
the wisdom of using McGill spe- 
cialties. 

Tell him about the famous 
line of LEVOLIER switches. 
Show him the assembly on the 
bottom of this page. Demon- 
strate its simplicity. Explain 
how this handy switch can be 
used attached to the wall bracket. 
There are hundreds of places 
where LEVOLIER switches are 
exceptionally handy. What’s 
more, they are easy to install — 
and actually produce savings in 
dollars and cents. 

Don’t forget about the new 
Rubber Handled Portables. Car- 
ry one in your grip. Step on it, 
drop it, and hammer it— then 
sell it! 


Post Yourself on the 
MeGill Line of Quality 


A Good Salesman 


A good salesman understands 
his goods, believes in their worth 
to the public, and is absolutely 
confident that when their merits 
have been explained the public 
will buy. He is unruffled when 
objections are raised because he 
can answer them with explana- 
tions and demonstrations which 
he has prepared beferehand. 


Extra Profits 


You have a dollar and I have a dol- 
lar. We swap. What happens? Each 
still has a dollar—we’re none richer. 
But supposing we each have an idea. 
We swap. What happens then? Why, 
we each have two ideas, and many 
gee ideas represent a lot of money. 
n reading, talking, and selling, ex- 
change ideas. The McGill LEVO- 
LIER and GUARD ideas are good 
ones, exchange them for a profit. 


If you do not already have a new 
McGill Catalog, send for your copy 
today. 


inl 


—-a 
SIN 








No. 2 of a Series 
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New Electrical Products, Illustrated 





667 AIZ-FLAT” electric banding is 

a flat wire made by the Wil- 
liam Herst Co., Chicago, as a com- 
plete unit in four lengths and also 
is sold by the foot. Two wires are 


enclosed in a tough, leather-like 
covering of tannish brown. Con- 
ductors are about a half in. apart 


and the width over all is three- 
quarters in. It is used under rugs, 
on the wall or baseboard, as a 
ground or aerial, on radios in motor 
cars. 














66sTSKIMO” electrical toys made _ | 

by United Electrical Mfg. 
Co., Adrian, Mich., include a minia- 
ture vacuum cleaner driven by a 
high-grade motor and which easily 
runs over carpet or rug. The opera- 
tion of the motor creates a vacuum 
filling the bag. This little cleaner is 
equipped with 10 ft. of cord and 
it operates on 110 volts either A. 
C.-or BD: CG. 





























OVERS for lamp shades are 

manufactured in many sizes and 
shapes by the Blossom Trimming 
Co., New York. These covers are 
transparent, dustproof, and packed 
in individual envelopes ready for 
resale across the counter. These 
covers are used to protect lamp 
shades while in use. 





SPARKLING crystal at the 

bottom of the unit is a feature 
of the No. 9010 short type La Salle 
lamp, recently added to the line of 
the Inland Glass Works, Inc., Chi- 
cago, Ill. The crystal is placed so 
as to throw more light downward, 
acording to the makers. 








y= the demountable “Dia- 
mont H” heater switch for 
time and temperature control 
manufactured by the Hart Mfg. 
Co., Hartford, Conn., is used prin- 
cipally on electric ranges, it also is 
suitable for pilot lights on washers, 
ironers, electric flat irons, cellar 


indicators and many other uses. By 
means of the demountable feature 
it is unnecessary to take off the 
plate in order to change the lamp, 
as the bulls-eye is threaded to the 
face plate. 




















Rock- 
ford, Ill., has just brought out 
a new conduit bender which works 


REENLEE Tool Co., 


by hydraulic pressure, forcing a 
shoe against the conduit. Two 
rotating support castings accommo- 
date different sizes of conduit, which 
is bent horizontally so that any 
length can be put into the machine 
without interfering with the floor. 
This tool is easily portable. Differ- 
ent classes of work are provided for 
by two sizes of this conduit bender, 
of which No. 770 bends 1%, 1%, 2, 
2%4 and 3 in. conduit, and No. 775 
bends 2%, 3, 3%, 4 and 4% in. 
sizes, shoes of these sizes being fur- 
nished with each machine and 
packed in a convenient metal box. 
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New Secretary for the Elec- 
trical Credit Association 


Colonel Frederick A. Lind has | 


been appointed assistant secretary of 
the Electrical Credit Association to 
have general supervision of the field 
and the function of this 35 year old 





F. A. Lind 





organization. Colonel Lind is an | 


experienced organizer and execu- 
tive and his acquaintance extends 
throughout the United States and 
Canada. 

He was born in Greentop, Mo., 
July 22, 1885, and received his col- 
legiate and law education at the 
Universities of Chicago, Missouri 
and Valparaiso. Since 1911 he has 
practiced law in the city of Chicago. 
During the great war he served in 
the United States army and contin- 
ued in the regular army service until 
1922, when he resigned his commis- 
sion with regular army to. become 
executive secretary of the Commer- 
cial Law League of America, num- 
bering in its membership some ten 
thousand lawyers throughout the 
country and Canada. While with that 


organization, he built up the mem- | 
ership, reorganized the personnel | 


nd strengthened every department 
within the League. He made a 
marked success as editor of the 
monthly publication called the Com- 
mercial Law Journal. 





In 1926 he resigned as executive | 


ecretary in order to resume the gen- | 
ral practice of law. He became a | 


member of a large representative 
irm with which he had been an 
\ssociate prior to the war. 

On September 1, he became asso- 
iated with Frederic P. and Walter 
>. Vose under the firm name Vose 































No.| 


Two Slices 
~4> Both Sides 
VM One Time 


— LIST — 


Polished Nickel $12.50 
Chromium Finish $15.00 


AUTOMATIC 





Its distinguished appearance and un- / 
usual features have made a great hit es 
with the public. The many talking a : 
points arouse immediate interest and 4 ] 
result in easy, profitable sales. beds 
Dealers write for dealer selling iy 
helps and discounts. ; 


Manufactured by 


The Mafttatuck Mfg. Co. 


Waterbury Connecticut 


(u S.A. PATENT NO. 1729937, OTHER PATENTS PENDING) 



















THEY STAND 
THE TEST! 


EMINGRAY Glass Insu- 
lators combine high 
quality and a record of long 






















You are fully and isfac we 
protected by a and satisfactory service. 

strict jobber " - . . " 
aie, an No wonder they continue to 
trate your 1930 be “best sellers” for jobbers 
sales efforts on d h ‘ 

Hemingray Glass and their salesmen. Hem- 
Insulators. ... : . 3 - 
nt ingray Glass Insulators are 
able year ‘round recognized as standard equip- 
repeat business pa 

for you. ment by your contractors. 






HEMINGRAY GLASS COMPANY 
MUNCIE INDIANA 
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HEN you sell your contractor 

friends Ideal Connectors you 
may have this confidence—Ideal 
Connectors save time, save money 
and do better work. They screw 
over the wire ends with ease and 
eliminate the use of solder, tape 
and torches. 


This added feature, however, 
should be pointed out whenever 
you want to be sure of getting an 
order. Imbedded in the Ideal 
Connector is a tapered wire spring. 
As the Ideal is screwed over the 
ends, this copper coated steel 
spring bites the ends of the wires 
just right, acting as a current car- 
rying sleeve. Thus, every joint 
made with an Ideal Connector is 
not only fastened tighter and 
more securely and insulated bet- 
ter, but it is actually contacted 
better and more effectively. Ideals 
are fully approved by the Under- 
writers Laboratories and protected 


under U. S. Patent No. 1700985. 


If your house is not now carry- 
ing Ideal Connectors suggest to 
your Sales Manager that he write 
for sample and distributor’s prop- 
osition. 


Ideal Commutator Dresser Co. 
1047 Park Avenue 
Sycamore, Ill. 





IDEAL COMMUTATOR DRESSER CO., 
1047 Park Ave., 
Sycamore, III. 


Gentlemen: 


Please send me free sample of Ideal 
Wire Connector. 


sere eee eee eee eee reereeseee 


eee eee eer ee eee reeerreseee 





& Lind. 
elected president of the Commercial 
Law League and presided at the 
thirty-fifth annual convention at 
Mackinac Island. 

In addition to his meinbership in 
the Commercial Law League of 
America, he is a member of the 
Chicago, Illinois and American Bar 
Associations and the American 
Legion. He is also a past president 
of the Chicago Round Table (Loyal 
Knights of the Round Table), past 
president of the Eighty-sixth Infan- 
try Division Association, a Thirty- 
second Degree Mason, a Shriner and 
an Elk; also a member of the Alpha 
Tau Omega college fraternity. He 
now holds rank of Lieutenant- 
Colonel in the Reserve Army of the 
United States, and is assigned to the 
341st Infantry. 

Colonel Lind in company with 
Frederic P. Vose, who has served 
continuously since the organization 
of the Association, called upon the 


executives of the National Electrical 


Credit Association the last week of 
September, conferring with them re- 
specting a progessive program look- 
ing toward an expansion and im- 
provement of the E. C. A. system 
and service to meet the demand of 
the time. 

The leaders in the industry regard 
the appointment of Colonel Lind as 
an important advance step for the 
benefit of the industry. 

* * x 
Noma Offers Big Prizes to 
Jobber Salesmen 

A national jobber’s salesman sales 
contest from September 15 to Decem- 
ber 31 is being held by Noma Elec- 
tric Corp., New York. There are 79 
prizes offered in 18 groups to the go- 
getting wholesalers’ salesmen who do 
the best job of selling the idea of 
decorative lighting and decorative 
lighting equipment. Many combina- 
tions are possible by which prizes can 
be won. 

The prizes include: Three automo- 
biles; General Electric refrigerators ; 
watches; wardrobe trunks; home 
movie outfits; Gladstone cases and 
bags; 50-piece silver sets; golf out- 
fits; electric clocks; gate leg tables; 
smoking stands ; fishing outfits ; dress- 
ing sets, telephone sets, table lamps, 
and many others. The ladies have 
been provided for by the offer of a 
ladies’ bracelet watch, cedar chest, 


electric urn, silver plate sets, sewing 
cabinets, and other prizes. 





In 1929, Colonel Lind was, 











“Ie has a grip like its namesake” 

















Biill Dag 


Split Knobs 
"These are 


the safe, approved 
knobs for all types of 
residence wiring. They 
mean better jobs at no 
added cost. Bull Dog 
Split Knobs, together 
with Illinois Porcelain 
Tubes, Cleats and 
Solid Knobs form a 
complete line of stand- 
ard porcelain. 





Sold Through Wholesalers 


Illinois Electric Porcelain Co. 
Macomb, Illinois 
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MODERNISTIC 


BEAUTY 








Ptd. and Pat. Applied for No. 1600 





THE “SOVEREIGN” —A_ 


vw @MUS 


A line that will win the big im- 
portant jobs for you—and gain en- 
tree for you with contractors you 
find it hard to sell. The modern- | 
istic development of “hanger spe- 
cialists”—profitable for the jobber, 
the salesman, the contractor and the | 








LINE 





owner. Catalog and price sheets on 
request. 
“Hanger Specialists” 


THE ART METAL CO. 


1800 E. 38th Street 


CLEVELAND OHIO 

















| tive products and Mazda lamps dur- | 
| prize of a Ford coupe, second a Gen- | 


| Spaulding custom built golf outfit, | 


| ing device and safety switch items 
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Group A which is for the sale of | 
the largest number of Mazda lamps, | 
including C-6 in 15-volt, 4-volt and | 
4-volt series type; S-11, C-9%4 and| 
C-13 in 120-volt intermediate base 
type, sold by any individual jobber 
salesman during 1930, will be re- 
warded by the first prize of a De Soto 
business coupe, second prize a Gen- 
eral Electric refrigerator, third prize 
a Walker cup de luxe golf outfit, 
fourth prize a Hamilton pocket 
watch, and six other prizes, making | 
a total of ten valuable prizes in this | 
group. 

Group B is for the largest number | 
of accounts who have purchased | 
Noma electric decorative products | 
and Mazda lamps, sold by any indi- | 
vidual jobber salesman during 1930 | 





/and the prizes offered are: First, a! 


Chevrolet coupe; second, a General 
Electric refrigerator ; third a Travan- | 


mantel clock, and six other desirable | 
prizes for the next six winners. | 

The largest amount in dollars and | 
cents done by any individual jobber | 
salesman on Noma electrical decora- | 


ing 1930 will be rewarded by a first 


eral Electric refrigerator, third a| 





fourth a fireside chair, and six other 
prizes that anyone would be glad to | 
own. This is Group C, and these are | 


| only three of the 18 groups offered. 


Full particulars of this prize con- | 


| test will be supplied on request by ' 


Noma Electric Corp., 340 Hudson | 


St., New York. 


K * * 
| 


Cutler-Hammer Has New | 


Philadelphia Sales Office 


The Philadelphia sales office of | 
Cutler-Hammer, Inc., is now on the | 
tenth floor of the new Terminal Com- | 
merce building, 401 North Broad St., | 
Philadelphia, in charge of F. J. Burd, | 

janager of the Philadelphia district. | 
A stock of C-H motor control, wir- | 





will be carried for immediate deliv- | 
ery at the new quarters. 
x * x 


Robbins & Myers Appoint 
Davis Eastern Manager 
Robbins & Myers Sales, Inc., | 
Springfield, O., announces the ap- 
pointment of W. R. Davis as manager | 
eastern district succeeding C. A. Stir- 
ling, who recently resigned. 


| 
| 








| BAKELITE 


| nes wrist watch; fourth, a Revere) 


FOR 
CHRISTMAS TREE 
and MINIATURE 
GOLF COURSE 


Streamers 








? 


PATENT 
PENDING 





GENUINE Standard Edison 


Base 


EVEREADY 
SOCKET 


Makes up into Streamers 
in 1/10 the time « « « « 


AN absolutely weather- 
proof socket for all manner of out- 
door streamer work. Eveready 
takes but one-tenth the former 
time to install. Stripping of wire 
not necessary. Has screw-thread 
detachable cap. Base carries two 
pin contacts. Simply insert stranded 
wire in the two grooves and screw 
cap down tightly. Absolutely posi- 
tive weatherproof contact. 


Union Insulating Co. 


The Original Makers of Bakelite Sockets 
New York Office 

296 Broadway 

New York City 


Factory 
Parkersburg 
West Virginia 








Want 
Samples 


Union 
Insulating 
Co. 


296 Broadway 
New York City 





Let us have samples of 
your new Bakelite Eveready 
Sockets. 





i, 1 | SERRE SERED cean Sees a eens 
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YAGER’S 


SOLDERING SALTS, 








And then say— 
“HOW MANY YAGER’S” 


IT’S an old standby with 
experienced contractors. Safe, 
quick, economical. Ask for sam- 
ples and price list. Also Yager’s 
Soldering Paste — another item 
to build up every order. 


Alex R. Benson Co., Inc. 
nn mo 











SUPERIOR = 
PORCELAIN * | 
for : 
better y 
installations f 


€ 
SUPERIOR—represents a most 
complete line of highest quality 
porcelain products. Your cus- 
tomers demand the best at rea- 
sonable cost. That’s why 


SUPERIOR installations satisfy 


them. Write today. 
NAIL 
ASSEMBLED 
KNOBS SPECIAL 
TUBES PORCELAINS 
CLEATS 


SUPERIOR 
PORCELAIN CO. 


PARKERSBURG, W. VA. 


| | 


| make this one. He didn’t! 





John G. (Jack) Searls, general sales 


| « 
| 
| 
| 
| 
| 
| 
! 





manager, Indiana Rubber & Insulatede} 


Wire Co., Jonesboro, Ind., holing out | 


in the Electragists’ tournament at Mil- 
waukee. Although Jack is a dangerous 


man at golf, having made the eighth hole | 


at the Meshingomesia Country Club, 
Marion, Ind., in one, Frank Dolan, 
manager of the company’s Chicago 


office, was willing to bet he wouldn't | 


General Electric Advertising 
Men Will Meet 


Announcement has been made of 


/a meeting of General Electric Co. 


advertising and sales promotion man- 
agers of each of its divisions and 
subsidiary companies to be held in 
the rooms of the Chicago Lighting 
Institute on October 6 to 8. The 


meeting will be attended by General | 


Electric advertising men from 
over the United States who will 
at that time coordinate the advertis- 


all | 


|ing and sales promotion work of the | 


various units of General Electric for | 


thé coming year. 


ok *K * 


Jewell Appoints B. F. Keith 
Company 


The Jewell Electrical Instrument | 


Co., Chicago, announces the appoint- 
ment of B. F. Keith Co., Atlanta, 
Ga., to represent it in Florida, Geor- 
gia, South Carolina and northern 


Alabama. 


* * 


Swartz Changes Address 


* 


W. P. Swartz, Pacific Coast dis- | 


trict representative, with headquar- 
tcrs in Los Angeles, has changed his 
office location from 610 South Ken- 
more Ave., to 629 South Serrano 
Ave., according to an announcement 
made by the Standard Electric Stove 
Co., Toledo. 


USE 





(PATENTED 


JIFFY 
WIRE 
CONNECTORS 
for 


SPEED 


Approved by 


Factory Mutual 
Laboratories 


Underwriters 
Laboratories 


LIMINATE the old 

solder-type method. 
Jiffy “S R K” connec- 
tors are faster, safer and 
more dependable. 





Save time and profit by using Jiffy 
connectors. 


Samples on request 


JIFFY WIRE CONNECTOR CO. 
HACKENSACK, N. J. 
General Sales Offices: 


G. Denn Montgomery, Jr. 
458 Broadway, New York City 
Phone Canal 7533 







































SPEED UP 
YOUR DEALERS’ 
PROFITS 


Are your dealers making as 
much money as they can? 
Have you supplied them with 
the complete KESTER line? 
They will find KESTER Metal- 
Mender, the household pack- 
age of KESTER Acid-Core 
Solder, a steadily increasing 
seller because of its need and 
convenience about the home 
and garage are now so widely 
known and accepted. Also 
KESTER Radio Solder. Both 
in handy 25c tins. The fast- 
selling KESTER line includes 
Acid-Core for “heavy duty”; 
Rosin-Core for delicate elec- 
trical work, and Paste Core— 
on 1, 5 and 20-lb. spools. 
KESTER is the most widely 
and consistently advertised of 
all lines of solder—and the 
most profitable to dealers and 
wholesalers alike. 
FROM ALL JOBBERS 
KESTER SOLDER COMPANY 


4251 Wrightwood Ave., Chicago 
INCORPORATED 1899 


FLUX-CORE 
O L&E 
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Each issue of the «Wiremold 
Business Builder» —sent free 
to Jobbers Salesmen on 
request—tells how you can 
make money—month by 
month—by following up the 
WIREMOLD «Moderniza- 
tion-with-Light» Campaign. 
Send in your name, now— 
don’t miss a single issue. 


«“WBB* HEADQUARTERS 
HARTFORD, CONNECTICUT 





Fasy to cut—easy to 
thread—easy to bend. 
Provide satin-smooth 
raceways for quick wir- 

ing. Every length stamp- 
ed with the Under- 
writers Label. 


CENTRAL TUBE COMPANY 
PITTSBURGH 


Latest Trade Literature 
Guide 
Reflector & Illuminating Co., Chi- 


_cago—Floodlight Specifications for 
| Typical Miniature Golf Courses” and 
| a similar publication for practice golf 
| driving courses, have been recently 
| issued by this company. 


American Blower Corp., Detroit— 


| The American Blower Blue Book is 
a complete sales and advertising plan 
| for ventilating contractors and elec- 
‘trical dealers containing many sales 
| helps and practical plans for aggres- 
| sive merchandising of American 
| Blower equipment, secured through 
| cooperation with sales executives and 
| dealers who have been eminently 
| successful in selling ventilating equip- 
| ment, and it shows the way to greater 
| profits for American Blower jobbers 
| and dealers. 


The Master Electric Co., Dayton— 
A comprehensive book of Master 


| “Healthizer” merchandising informa- 


tion has been prepared for dealers 


_ detailing the merchandising plan back 
| of Master Healthizers and is now 
_| available. It is a survey of the elec- 
| tric health exerciser field, showing the 
| merit of the appliance, what it will 
| do, the market, and the complete line, 
'to.which is added all the further in- 
| formation any progressive dealer 
| could use to make this line profitable 


through increased sales. 


Benjamin Electric Mfg. Co., Des 


| Plaines, Ill.—Leaflets are available on 


outdoor miniature golf course design 
and equipment, golf driving ranges, 
race tracks, horseshoe pitching 
courses, baseball fields, and football 
and athletic fields. 


Crouse-Hinds Co., Syracuse, N. Y. 


—“Golf driving range and miniature 


golf course lighting” is the title of a | 
| booklet just issued by this firm. 


| Diehl Mfg. Co., Elizabethport, 
| N. J.—Bulletins Nos. 1761 and 1762 
| covering two items of the Diehl line, | 
'the Aristocrat electric turntable mo- 
tor and the Inductor current supply 
| unit, have just been issued. 


Beardslee Chandelier Mfg. Co., 


| Chicago—“The Beverly Broadcast” 


has appeared in its first issue show- 


| ing illustrations and uses of Beverly 
| movable bracket. 








sexta it Sepes 
re oe 


(TRIC 
QING 106 


For Homes, 
Apartments, Hotels, 
Theatres, Lobbies, Hallways 


Sold from Photographs 
and Floor Samples 


STARTLINGLY natural 
these life-like Birch and Oak Logs of 
heavy vitreous glass, with a wavering 
glow from inside and back against the 
mantel lining. Glow is produced by 
rotor operated by heat of 25-watt lamp. 
Light is evenly distributed through logs. 
No cracks or shafts of light to spoil 
natural effect. Andirons are rich-looking 
brass with design in black intaglio. 
Shipped direct to customer. 


Low price—Logs and Andirons complete, 
list, $38. 


Successfully Sold by: 
Electrical Dealers 
Electrical Contractors 
Interior Decorators 
Department Stores 
Central Station 

Appliance Departments 


MAJESTIC ELECTRIC LOG CO. 
1035 East 76th Street 
Chicago, Illinois 


Gentlemen: We are interested in your 
territorial proposition for distributors. 
Send us the 5 photos including picture 
of your ready-to-install mantel. 


Individual. .....2++ Cccccccccccccce 
Address 
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A Line You 
Should Have 


THE “ACE” 


Electric Time Switch 














Compare these 14 points 
with all other switches 


1 Universal Motor made by ‘“Dumore”’ 
winds the clock and throws the switch 
at the same time. Runs on A.C. or 
Se 100 to 130 volts, any cycle up 
to 5 


2 Cock will run 48 hours with current 
on. 


3 Has a 12 hour dial and hands in addi- 
tion to 24 hour dial. 


4A patented compensating regulator in- 
sures accurate time keeping within 
temperature range of 110 degrees. 


5 Guaranteed to trip within 15 seconds 
of time set. 


6 Trip hands can be set as close as % 
hour apart and clocks can be furnished 
with 2, 4 or 6 hands on 24 hour dial 


7 Mechanism can be tripped by hand 
or ws any number of push button 
switches located anywhere in the con- 
trol circuit without interfering with 
the automatic operation of the clock. 


8 Each a hand has its duty to per- 
form and will not trip the mechanism 
unless the switch is in position to be 
tripped when hand passes. 

Q Indicate position of switch at all 
times. 

10 Clock hands can be turned forward 
or backward without interfering with 
trip. 

11 Clock will not overwind regardless of 
how many times it is tripped by hand. 

12 Made in regular on and off types, also 
in 2 and 3 circuit types for apartment 
house hall lights, etc. 

13 Any one of the three units can be taken 
out for cleaning, oiling or replacement 
without disturbing the others or with- 
out removing case from the wall. 

14 Fully guaranteed by the Reliance 
Automatic Lighting Company, makers 
of time switches for 21 years. 


RELIANCE 


Automatic Lighting Co. 


Racine, Wisconsin 
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Get All the Advantages of Better Lighting with 





Benjamin Porcelain Enameled Steel Reflectors... 





Advantages of Better Lighting 
Definitely Established 


The tangible as well as the intangi- 
ble benefits of a modern and adequate 
system of lighting have been definitely 
established by management surveys 
and many other official and unofficial 
investigations. * 


In one department of the plant, better 
lighting results in fewer errors or less 
spoilage; in another it manifests itself 
in increased output or fewer accidents; 
often it enables the management to 
secure more effective utilization of the 
available floor space; always the work- 
ers and the foremen are enthusiastic 
about a lighting system that will enable 
them to see better and work better. 


An Economical Means of Se- 
curing Adequate Illumination 


The modern Mazda lamp, with the 
scientifically designed Benjamin Por- 
celain Enameled Steel Reflector, pro- 
vide an economical and effective means 
of securing adequate illumination for 
every department of the plant. 


Part of the light from the lamp, which 
would otherwise be wasted, is inter- 
cepted by the reflector and redirected 
to the working space. At the same 
time the reflector shields the lamp and 
thus minimizes direct glare which in- 
terferes with the vision of the workers. 





*See report of the Committee on Recent Economic 
Changesofthe President's Conferenceon Unemployment 





Benjamin Porcelain Enameled Steel Reflectors 
give a soft and pleasing illumination. 





Photo-Analysis of Reflection from Porcelain Enameled Steel 
Light is Soft and Well Diffused 


Of equal importance are the diffusing 
properties of the porcelain enamel 
reflecting surface, resulting in soft and 
well diffused illumination, which is 
pleasing to the eyes of employes. 
Benjamin Porcelain Enameled Steel 
Reflectors are therefore especially 
adapted to the requirements of every 
industrial operation. 





The smooth hard surface of Porcelain Enameled 
Steel Reflectors is easily kept clean. 


High Initial Efficiency of Reflecting 
Surface is Retained Indefinitely 


Moreover, the economical operation 
of the lighting system is assured by 
high efficiency, the ruggedness and per- 
manency of the snow-white porcelain 
enamel reflecting surfaces of Benjamin 
Industrial Lighting Fixtures. Because 
of its glass-like composition, the Ben- 
jamin porcelain enamel reflecting sur- 
face does not tarnish nor discolor, and 
is kept at its high reflecting efficiency 
throughout the life of the installation. 
Only cleaning with soap and water is 
required. No matter how often these 
reflectors are cleaned, the reflecting 
surface will not be affected. 


Standard Lighting Equipment for 
Industrial and Outdoor Locations 


These major advantages of Benjamin 
Porcelain Enameled Steel Reflectors— 


their diffusing properties and perma- 
nency of reflecting surface—have made 
them the standard for the lighting of 
industrial and outdoor locations. 


A Benjamin Lighting Fixture for 


Every Lighting Need 


The Benjamin “Type 79” 
porcelain enameled steel 
lighting fixtures represent 
the most modern develop- 
ment for the scientific 
lighting of commerce and 
industry. In addition to 
their highly efficient light- 
ing qualities, they 
are constructed on 
aunique principle, 
that will enable 
the plant to main- 
tain the original 
high efficiency of 
the iighting sys- 
tem at the lowest 
possible cost for 
cleaning. The reflector and lamp can 
be taken down in one complete assem- 
bly, washed clean on the floor and 
quickly snapped back in place. 
Other types of Benjamin 
os enameled steel 
ighting equipment are avail- 
able for every industrial 
lighting need. “Certified by 
Benjamin”, they are your 
assurance of correct design, 
N long life, low maintenance 


cost and full measure of pro- 

ductive lighting. 

Send for the new “Guide to 
Productive Lighting’, an enlarged and re- 
vised edition of this very useful book. 


Benjamin Electric Mfg. Co. 
General Offices and Factory: 
DES PLAINES, ILLINOIS 
(Chicago Suburb) 
Divisional Offices: 
NEW YORK CHICAGO 
247 W. 17th St. 111 N. Canal St. 


SAN FRANCISCO, 448 Bryant Street 











A single trip 
up the ladder 
—for cleaning 
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is SAFE for children and grown-ups 


Taking the Sun’s 
Rays Apart 
By Wavelength in 
Angstrom Units 


Infra-Red, 
Heat-Giving 
(Invisible) 


Light 
(Visible) 
Rays 


Ultra-Violet 
in Summer 
Sunshine 


(Invisible) 


Vital 
Ultra-Violet 
(Invisible) 


Extremely 
Short 
Ultra-Violet 
Screened out 
by Nature 
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S the atmosphere in Nature 
A screens out the dangerous, short- 
wave ultra-violet, so in the G. E. 
Sunlight (Type S-1) Lamp a bulb of 
special glass filters out the dangerous 
rays. Thus the radiation which comes 
to you and your children is as safe and 
as beneficial as summer sunlight itself. 

Simplicity, too, plays a part in mak- 
ing the G. E. Sunlight (Type S-1) 
Lamp safe. The sources of ultra-violet 
energy, incandescent tungsten and 
mercury vapor, are all sealed within 
the glass bulb. There is nothing with 
which to fuss; no mechanism to ad- 
just; no odors; no noise. In outward 
appearance the Type S-1 Lamp re- 
sembles a regular Mazpa lamp. 

Yet the Type S-1 Lamp will not fit 
or operate in the ordinary lamp socket. 
It must be used on 105-120 volt, 60- 
cycle alternating current in the G. E. 
Sunlamp or in special equipment made 
by other manufacturers. 


Not only is the Sunlight (Type S-1) 


fa 


Lamp safe, but General Electric re- 
search has also made it effective. At a 
distance of three feet, in a proper re- 
flector, the Type S-1 Lamp produces 
in you and your children the same 
invigorating health-maintaining effects 
in approximately the same time as 
midsummer sunlight out doors. 

Sold under the requirements of the 
Council of Physical Therapy of the 
American Medical Association, the 
G. E. Sunlight (Type S-1) Lamp is not 
being offered to the public as a cure-all 
nor as a substitute for the services of 
a physician, but as a safe, simple aid 
in keeping well people well—and help- 


Join us in the General Electric Program, broadcast every Saturday evening on a Nation-wide N. B. C. Network. 


ing growing children to grow normally. 
For two months these interesting 
facts have been brought forcefully 
and repeatedly to the attention of the 
public through full-page advertise- 
ments in the SaturRDAY EveENInG Post, 
NaTIONAL GEOGRAPHIC, PHYSICAL 
Cutture, Parents’ MaGazineg, and 
Poputar Science Montuiy. Now 
just before Christmas another round 
of advertising is hammering them 
home. Since June the story of the G. E. 
Sunlight (Type S-1) Lamp has been 
put before practically every physician 
again and again through page adver- 
tisements in the JouRNAL oF THE 
AMERICAN MeEpicat AssociaTION and 
the other leading medical papers. 
This information will undoubtedly 
suggest to you that one of the most 
profitable moves your house can make 
is to plan a vigorous 
local campaign on 
the G. E. Sunlight 
(Type S-1) Lamp 







and get it un- 
der way right 
now, so that 
you will 
catch Christ- 
mas buyers. To help you and the house 
make the campaign a success, a brand 
new prospectus, crammed full of valu- 
able suggestions has just been prepared. 
Write for it today. Incandescent Lamp 
Department of General Electric Com- 
pany, Nela Park, Cleveland, Ohio. 


GENERAL@ELECTRIC 
SUNLIGHT (TYPE S-1) LAMP 
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No. 1301 —Single Pole 
No. 1303—Three Way 


NEW Tumbler Flush Switch— made smaller | 
to make wiring space larger. Makes wir- | 
ing fast and easy in the shallowest switch | 
box... The famous, compact Trigger Switch 
mechanism used for years on motor-driven | - 


| M or ec wi r i ng Ss p ace | 4 appliances. q Roller action of mechanism 








with wiping contact makes this the one quiet | 
switch, competitively-priced. With the | . | 
smoothly silent roller action goes longer life, 
with heavier operating lever, fewer working 
parts. q Easily takes care of the current-surge 


Quieter mecha n { sm iy in gas-filled (Type C) lamps. Heavy roller 


dissipates heat; rolling action against con- 
tact clip wipes it clean and prevents pitting. 





A great buy for your customers in low cost of switch 
and economy in installation. Rating: 10 Amps., 125 
Volts; 5 Amps., 250 Volts. Put it forward as your 
newest-devised money-saver for the Contractor. 


3 Roller, wiping contact al ee 
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ARROW ELECTRIC DIVISION 


THE ARROW —HART & HEGEMAN ELECTRIC CO. 
HARTFORD,CONN. 
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) Customer For You 


, Hip 


= . . . in common with other intelligent dealers ... know 
that most of your regular customers depend largely upon 
your recommendations in buying merchandise. You . . . like 
other well-informed dealers . . . know of the excellent reputa- 
tion enjoyed by Burgess Products. Sheer merit .. . the result of 
continual scientific research . . . has won an ever-increasing 
number of customers for Burgess dealers. Experience has proven 
these products to be the kind that you can recommend without 
“crossing your fingers.” 

An extensive advertising campaign is now running in national 
and local publications . . . a campaign that will influence many 
to try Burgess Products. Get the benefit of this advertising by 
using the new Burgess Display Material: for radio batteries; for 
flashlights; for SnapLites. If you need more of this material, 
write us direct for what you want. 


BURGESS BATTERY COMPANY 


111 West Monroe St., Chicago, Ill. 
NEW YORK SAN FRANCISCO BOSTON ATLANTA MINNEAPOLIS 
KANSAS CITY LOS ANGELES 


In Canada: NIAGARA FALLS AND WINNIPEG 
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